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Sociologist  says  education  is  equalizer 


Gannett  Editors 
Win  First  McGruder 
Diversity  Awards 


Two  Gannett  editors 
have  won  the  first  Robert 
G.  McGruder  Awards  for 
Diversity  Leadership. 

Don  Flores,  editor  of 
the  El  Paso  Times,  and  Jim 
Strauss,  executive  editor  of 
the  Great  Falls  Tribune  in 
Montana,  were  honored 
for  outstanding  leadership 
in  newsroom  diversity. 

The  McGruder  awards 
recognize  leadership  in 
content  and  in  tecruiting, 
developing  and  retaining 
journalists  of  color.  The 
awards  are  named  for  the 
late  executive  editor  of 
the  Detroit  Free  Press, 
who  died  in  April  2002. 

Flores  was  cited  in  the 
50,000'Circulation'and' 
over  category  for  aggres¬ 
sive  recruitment  efforts, 
training  programs  and 
professional  development 
for  people  of  color. 

Strauss  was  cited  in 
the  under-50,000  category 
for  gains  in  diversity  in 
content,  scholarship  and 
internship  programs  and  a 
strong  commitment  to 
diversity  training  for 
newsroom  staff. 

The  awards  are  given 
by  the  Assixiated  Press 
Managing  Editors  and 
American  ScKiety  of 
Newspaper  Editors  in 
partnership  with  the 
Freedom  Forum. 
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At-home  voters  can  still  turn  out 
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New  segregation: 
Races  accept  divide 
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The  Cost 
of  Segregation 


But  experts  say  financial,  social  costs  M; 
of  living  apart  are  just  as  dcinmental 
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When  The  Indianapolis  Star  decided  to  expand  its  local  coverage  recently, 
it  added  a  weekly  Diversity  page  to  its  local  section. 

Population  trends  across  America  call  for  more  attention  to  diversity  issues. 

Gannett  newspapers  -  always  dedicated  to  this  important  topic  -  are  responding 
accordingly.  Examples  in  the  past  year  include: 

•  “The  Cost  of  Segregation,”  an  in-depth  report  by  The  Detroit  News  on  causes 
and  costs  of  segregation  in  metro  Detroit. 

•  “The  Nuevos  Americans,”  a  special  print  and  online  section  produced  by  the 
Ashury  Park  Press  examining  diverse  aspects  of  Latino  life  and  culture  on  the 
New  Jersey  shore. 

•  “Preservation  or  Exploitation?”,  a  print  and  online  special  report  by  the 
Springfield  News-Leader  on  the  status  of  Native  American  communities  in 
Southwest  Missouri. 

Newspapers  Need  More 
Diversity  Coverage  - 
And  We  Are  Providing  It 

Beyond  these,  enterprise  stories  regularly  explore  local  diversity  topics. 

“Our  weekly  page  is  not  and  will  not  be  the  only  place  and  time  we  run  diverse 
voices,”  says  Terry  Eberle,  Indianapolis  Star  editor.  “We  want  to  reflect  our  chang¬ 
ing  community  through  daily  voices  and  faces  in  every  section  of  the  newspaper.” 

Gannett  newspapers  in  Phoenix,  Ariz.,  and  Poughkeepsie,  N.Y.,  have  established 
diversity  and  culture  Web  sites.  And  Gannett’s  Corporate  News  Department  Web 
site  provides  many  examples  each  week  of  work  done  around  the  nation  by  our 
newspapers. 

In  a  changing  nation,  newspapers  must  reach  out  to  all  people  and  tell  their 
stories. 

Our  newspapers  are. 

c^GATNEIT 

NEWSPAPERS  AT  THEIR  BEST 

www.gannett.com 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublishercom ... 
lira's  Kerry  J.  Northrup  talks  about  the  prototype 
newsroom  that  makes  its  debut  this  week  at  the 
Newsplex  at  the  University  of  South  Carolina.  Read 
“5  Questions  For ...”  on  our  “Features  &  Columns” 
page. ...  Two  Texas  newspaper  reporters  play  big 
supporting  roles  in  the  Journeys  With  George 
documentary  about  Bush's  2000  campaign  that 
recently  was  shown  on  HBO.  See  the  full  Nov.  8 
story  on  our  “Headlines”  page. . . .  Columnist 
Charles  Bowen  visits  the  Big  Cartoon  Database, 
which  chronicles  the  history  of  animated  cartoons 
and  the  actors  who  gave  voice  to  them. ...  And, 
as  always,  a  new  Photo  of  the  Week,  a  new  E&P 
Online  Poll,  and  links  to  the  top  media  stories. 


INTERESTING  STORY  ON  ThE  NeW 

York  Times  blowing  its  antiwar 
protest  coverage  [“Why  Did  N.Y. 
Times  Run  2  Accounts  of  Antiwar 
Rally?”  —  E&P  Online,  Nov.  1]. 

I  hope  you’ll  do  a  follow-up  after 
researching  how  such  an  egregiously 
false  report  could  have  been  written 
and  published  at  a  paper  as  respected 
and  presumably  thorough  £is  the  Times. 
Was  the  reporter  simply  not  there? 

I  look  forward  to  reading  some 
explanations. 

PETER  SUSSMAN 

MEMBER 
Ethics  Committee 
Society  of  Professional  Journalists 

...AND  AN  ANSWER 

Re:  “Why  Did  N.Y.  Times  Run  2 
Accounts  of  Antiwar  Rally?”  I 
can  think  of  hundreds  of 
examples  of  how  major  media 
organizations  have  been  shaping  the 
news  to  the  advantage  of  the  Bush 
administration  over  the  last  two  years, 
but  certainly  the  “disappearing”  of  the 
100,000-plus  people  who  showed  up 
to  protest  the  coming  war  in  Iraq  ranks 
high  on  the  list. 

I  think,  with  the  results  of  last 
I  week’s  elections,  we  can  assume  that 
I  the  many  9/11  families  who  have  been 
begging  for  an  investigation  into  the 
I  World  Trade  Center  attacks  will  never 
I  get  one  (the  most  recent  attempt  was 
conveniently  bottled  up  on  the  same  day 
as  the  Iraq  war  vote). 

The  reason,  as  best  I  can  make  out,  is 


that  journalists  now  see  their  mission  as 
not  to  know  and  not  to  ask. 

PETER  SINCLAIR 
Midland,  Mich. 

CHECK  AND  MATE 

Regarding  “Bishop  treats 

Worcester  reporter  like  pawn” 
(Oct.  21,  p.  9):  I  get  the  clever 
headline  —  bishop,  pawn,  nice  connection. 
However,  the  story  says  nothing  to  back 
I  up  the  headline.  As  it  reads,  it  could  be  the 
plaintiff  in  the  suit  who  has  subpoenaed 
the  reporter’s  notes,  not  the  diocese. 

I  Either  this  piece  was  edited  poorly,  so 
as  to  leave  out  the  pertinent  information, 
or  the  reporter  was  sloppy  and  didn’t  find 
out  who  was  trying  to  subpoena  whom. 
There  is  another  possibility:  that  this  case 
I  presented  an  opportunity  for  E^P  to  bash 
I  a  Catholic  bishop  during  the  current 
upheaval  over  clergy  sexual  misconduct, 
j  Good,  accurate  reporting  on  clergy 
!  misconduct  is  needed  and  welcome.  Good 
j  information  about  times  when  reporter’s 
j  notes  are  under  threat  from  the  courts  is 
warranted  in  E^P.  Sloppy  reporting, 
sloppy  editing,  and  clever  but  inaccurate 
headlines  serve  only  to  cloud  the  issues. 

CHRISTOPHER  GUNTY 
ASSOCIATE  PUBLISHER 
The  Catholic  Sun 
Phoenix 

Correction 

In  a  caption  for  a  photo  accompanying 
“Take  one  e-tablet  and  read  it  in  the 
morning,” Nav.  4,  p.  5,  E&P  misstated  the 
first  name  ofthe  director  of  Kent  State 
University’s  Institute  of  Cyherinformation. 
As  reported  in  the  story,  he  is  Roger  Fidler. 


50  YEARS  AGO 


NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


NOVL  15,  1952: 

Members  of  the  Associated  Press 
Managing  Editors  Association  at 
its  19th  annual  meeting  in  Boston 
this  week  generally  praised  the 

AP  for  its  coverage  of  the  political  Erwin  R.  Davenport,  co-founder 


campaigns  and  the  election  news, 
but  split  almost  evenly  in  their 
approval  or  disapproval  ofthe 
AP's  surveys  of  political  opinions. 


with  Frank  E.  Gannett  of  the 
Gannett  Newspapers,  retired 
this  week  from  his  job  as  general 
manager  of  the  Rochester  (N.Y.) 
Times-Union  and  Democrat  and 
Chronicle. 
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The  newly 

created  Military 
Reporters  &  Editors 
(MRE)  will  hold  its 
first  conference  this 
week  at  the  Holiday 
Inn  on  the  HHI  in 
Washington. 

The  event  will  run 
Friday  and  Saturday 
and  include  a  keynote 
address  from  Bob 
Woodward  of  The 
Washington  Post. 

“There  has  been  a 
lot  of  interest  in  it,” 
said  MRE  President 
Jim  Wright,  an 
assistant  metro  editor 
at  the  Seattle  Post- 
Intelligencer  oversee¬ 
ing  military  coverage, 
adding  that  at  least 
100  people  have 
registered  to  attend. 
The  conference  will 
include  sessions  on 
the  looming  Iraq 
conflict,  lessons  from 
past  war  coverage, 
access  issues,  and 
photographer  needs 
in  combat. 

In  related  news,  the 
Media  Law  Resource 
Center  (formerly 
the  Libel  Defense 
Resource  Center)  will 
hold  a  panel  discus¬ 
sion  on  war  coverage 


Readership  figures  gain  purchase, 
but  the  number  of  people  actually 
buying  a  newspaper  still  counts 


BY  MARK  FITZGERALD 

NEW  YORK 


Having  finally  convinced  advertisers 
and  analysts  to  accept  readership  as  the 
medium’s  most  important  audience  meas¬ 
urement,  the  nation’s  biggest  newspapers  are,  ironi¬ 
cally,  as  focused  on  circulation  as  they  were  back  in 
the  sales  wars  of  the  penny  press. 

Publishers  and  circulation  executives  say  they  need 
to  drive  up  the  hard  numbers  of  circulation  —  which 
measures  sales  of  papers  —  to  boost  the  research- 
based  numbers  of  readership.  “Circulation  matters 
because  circulation  and  readership  combined  are 
_ ”  'i  powerful  metrics  for 


ABCeen:  The  New  York  Times'  President  Janet  L.  Robinson 
and  Publisher  Arthur  0.  Sulzberger  Jr.,  with  McClatchy  Co. 
Vice  President  for  Operations  Frank  Whittaker  (right) 

this  industry,”  said  Michael  Proebstle,  vice  president 
of  circulation  for  Philadelphia  Newspapers  Inc. 
(PNI),  which  handles  operations  for  The  Philadelphia 
Inquirer  and  the  Philadelphia  Daily  News.  “Paid 
circulation  is  sort  of  the  gold  standard,  and  readership 
sort  of  supplements  that.” 

This  is  especially  critical  now,  for  as  Doug 
~j  Arthur  of  Morgan  Stanley  Dean  Witter 
I  told  E^P,  “If  newspapers  are  going  to 
I  keep  raising  advertising  rates,  they  can’t 
keep  delivering  circulation  declines.  That 
dog  is  not  going  to  hunt  forever.” 

The  dual  emphasis  on  readership  and 
circulation  was  a  constant  theme  among 
the  executives  gathered  here  for  last  week’s 
annu2d  meeting  of  the  Audit  Bureau  of 
Circulations  (ABC). 

Robert  W.  Althaus,  vice  president  for 
circulation  at  Gannett  (3o.  Inc.,  left  no  doubt 
about  the  priority  readership  has  at  the 
nation’s  largest  newspaper  chain:  “Certainly, 
net  paid  [circulation]  is  important  to  us,  but 
we  think  readership  is  the  key  metric  that 
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E  &  P  NEWS 


Wednesday  in  New 
York.  Ted  Koppel  of 
ABC  News  will  mod¬ 
erate  the  event,  set 
for  8:30  p.m.  at  the 
Sheraton  New  York 
Hotel  and  Towers. 

-  JOE  STRUPP 

M0N$TEII.i;0M 


Monster.com 
plans  to  roll 
out  in  January  its 
skilled  and  hourly 
online  job-match 
service  nationwide, 
not  market  by  market 
as  originally  planned, 
executives  said 
during  an  earnings 
conference  call 
last  week. 

The  site  will  be 
promoted  via  TV, 
direct  mail,  and 
Monster’s  AOL  and 
MSN  partnerships,  as 
well  as  through 
expanded  field  and 
phone  sales  forces, 
methods  that  execu¬ 
tives  said  worked 
well  in  Cincinnati, 
where  Monster  is 
testing  an  hourly 
job  site. 

They  also  claimed 
the  7-month-old 
Cincinnati  pilot  is 
beating  The  Cincinnati 
Enquirer’s  own  hourly 
job  site  in  revenue 
and  job  postings. 

-  LUCIA  MOSES 

6RIMES  EXITS 


Charlotte  Grimes, 
the  journalism 
professor  who  stirred 
controversy  by  assert¬ 
ing  Hampton  Univer¬ 
sity  President  William 
R.  Harvey  opposes 
teaching  “muck- 


tells  us  how  people  use  the  newspaper.”  Gannett,  he 
added,  targets  circulation  efforts  in  ways  that  increase 
the  size  and  ffequencj'  of  readership. 

Circulation  growth  is  even  an  issue  for  Denver’s 
two  dailies,  which  have 


Newspaper  Association  of  America  analysis  prepared 
by  New  York-based  Scarborough  Research,  the  com¬ 
bined  daily  circulation  of  the  807  papers  reporting 
was  down  0.3%  and  Sunday  circulation  was  down 
^  ^  0.4%,  compared  with  the 


been  deliberately  shed¬ 
ding  much  of  the  circ  they 
gained  during  their  now- 
ended  newspaper  war. 

Kirk  McDonald,  CEO 
and  president  of  the  Den¬ 
ver  Newspaper  Agency, 
w^hich  runs  business  and 
production  operations  for 
The  Denver  Post  and  the 
Rocky  Mountain  News, 
said  the  two  papers  have 
been  focusing  on  boost¬ 
ing  home-deliveiy  num¬ 
bers  to  keep  up  their 
household  penetration, 
w'hich  at  52%  during  the 
week  and  65%  on  Sun- 


TOP  20  DAILY  PAPERS 


,  Ml .  ueimn  riee  rress  (M-r ) 

The  agency  wants  to  keep  ' - 

hisrh  naid  circulation  in  average  calculated  by  KP  2,230,89! 

mgn  pam  circuiaiion  m  **Six.day  average  calculated  by  965,633, 

certain  zones  even  as  the  ***Five-day  average  calculated  by  f4P:613,45 
,  U’  a  a  ’1  .  tFrve-day  average  calculated  by  fSP:  521,956, 

papers  combined  dau\  ttSix-dayaveragecalculatedbyMP:379,139, 
circulation,  according  to  tttChangeiri  publishing  plan.  Five-day  average 

their  latest  publisher’s  •" 

statements,  shrinks  to  TOP  20  SUN 

610,009  from  about  ZSmSiSStHSr 

789,000  at  the  height  of  . 

,  ”  I  .  The  New  ybrk  Times 

the  competition.  .  .  ,  r 

Los  tuigeles  Times 

The  renewed  focus  on  ,  Washington  Post 

circulation  growth  re-  ,  chtcago  Tribune 

fleets  two  factors:  A  long-  Daily  News.  Hew  ^ork 

term  decline  in  circ  that  <>•  The  Denver  Post/Rocky  Mounta 
many  publishers  worry  7- The  Dallas  Morning  News 

could  be  permanent  and 

^  ‘  „  ,  ,  H.  Houston  Chronicle 

recent  ABC  rule  changes  n  n.t  .u  .  r  o 

”  lu.  The  Detroit  News  t  Free  Press 

that  allow  newspapers  to  , ,  Boston  Globe 

count  more  copies  in  their  12.  Ateiwofa^^ 

top-line  net-paid-circu-  1.!.  SfafTr/fiune,  Minneapolis 

lation  number.  Among  vi.  The  Atlanta  Joumal-Constitutic 
other  changes,  ABC  now  P  Star-Ledger.  Newark,  MJ. 

allows  publishers  to  count  *  « 

...  ,  .  17- San  Francisco  Chronicle 

as  paid  circulation  copies  .^  ^he  Plain  Dealer.  Cleveland 
purchased  at  a  discount  ^g^ttle  Times/Post- Intelligenci 

of  75%,  copies  sold  as  part  20.  St.  Louis  Post-Dispatch 

of  admission  to  a  sports  or 

entertainment  event  —  and  even  copies  included  in 
the  monthly  rent  for  an  apartment. 

ABC  itself  has  been  expanding  its  services  into 
the  readership  area  by  auditing  the  standards  of 
audience-research  reports.  ABC  members  met  days 
after  the  Schaumburg,  Ill.-based  organization’s  latest 
FAS-FAX  report  for  the  six  months  ended  Sept.  30 
showed  a  general  loss  in  circulation  punctuated  by 
dramatic  gains  by  a  few  big  papers.  According  to  a 


ABC  FAS-FAX  for  Top  20  Daily  Papm 

FOR  SIX  MONTHS  ENDED  SEPT.  30, 2002 

AVERAGE  DULT 
aRCUUTKM 

GAIH/ILOSS)  SAME 
PERKWUfSTTEAR 

1.  USA  Today.  McLean,  Va.  (M-Th)* 

2,136,068 

(13,865)  (0.6%) 

2.  The  Wall  Street  Journal  (M-F) 

1,800,607 

20,002 

1.1% 

The  New  fork  Times  (M-f) 

1,113,000 

3,629 

0  Po 

4.  Los  Angeles  Times  (Th-Sa)** 

1,006,130 

4,520 

0  -o 

.I.  The  Washington  Post  (m-f) 

746,724  (13,572) 

u  H%) 

(>.  Daily  Hews,  New  York  (M-F) 

715,070  (18,055) 

xO'.M 

7.  CMcago  Tnbune  (W-F)*** 

679,327 

3,480 

0.5% 

H.  New  York  Post  (M-F) 

590,061 

56,201 

10.5% 

Newsday,  Melville,  N.Y  (m-f) 

578,809 

1,454 

0  } 

10.  Houston  Chronicle  (M-Sa) 

552,052 

197 

0.0% 

1 1 .  $an  Francisco  Chronicle  (M-F) 

512,129 

87 

0.0% 

12.  The  Dallas  Morning  News  (M-Th)t 

505,724 

10,834 

2  2% 

i.'S.  Chicafo  Sun-Times  (m-f) 

479,584 

2,525 

0'.% 

tS.The  Boston  Globe  (M-F) 

463,113 

(8,086) 

(1.7%) 

1.'.  The  Arizona  Republic,  ?hoeninM-Sa.) 

448,782 

(2,506)  (0.6%) 

IS.  Star  Tribune,  Minneapolis  (Th-Sa)tt 

415,497 

2,412 

0.6% 

17-  The  Star-Ledger,  Newark,  NJ.  (m-f) 

408,557 

1,011 

0.2% 

IS.  7Ae  Philadelphia  Inquirer  (M-F) 

373,892 

8,739 

2.4% 

19.  The  Atlanta  Journal-Constitution  (M-Th)  371,161 

ttt 

ttt 

20.  Detroit  Free  Press  (M-F) 

368,839 

(2,502)  (0.7%) 

same  period  a  year  ago. 
The  veiy  largest  papers, 
the  dozen  metros  with 


*Five-day  average  calculated  by  EiP.  2,230,899,  a  loss  of  10,778,  or  0.5%,  from  year-earllei  period 
**Six-day  average  calculated  by  ESP  965,633,  a  loss  of  7,324,  or  0.8%,  from  year-earlier  period. 
***Five-day  average  calculated  by  ESP  613,429,  a  loss  of  7,876,  or  1.3%,  from  year-earlier  period 
tFive-day  average  calculated  by  ESP.  521,956,  a  gain  of  12,394,  or  2.4%,  from  year-earlier  period. 
ttSix-day  average  calculated  by  ESP.  379,139,  a  gam  of  2,372,  or  0.6%,  from  year-earlier  period. 
tttChange  in  publishing  plan.  Five-day  average  calculated  by  ESP.  381,833. 


TOP  20  SUNDAY  PAPERS 

ABC  FAS-FAX  for  Top  20  Sunday  Papers 

FOR  Six  MONTHS  ENDED  SEPT.  30. 2002 

AVERAGE  SUNDAY 
aRCUUTION 

GA]N/(U)SS)  SAME 
PERIOD  UST  YEAR 

1.  The  New  York  Times 

1.671.865 

3.215 

0.2% 

Los  Angeles  Times 

1.376,932 

7,866 

0.6% 

;.  The  Washington  Post 

1,048,122 

(13,235) 

(1.2%) 

4.  Chicago  Tribune 

1,012,240 

1,536 

0.2% 

.  Daily  News,  New  York 

801,292 

1,424 

0.2% 

6.  The  Denver  Post/Rocky  Mountain  News 

789,137 

(18,392)  (2.3%) 

7.  The  Dallas  Moming  News 

784,905 

8,518 

1.1% 

s.  The  Philadelphia  Inquirer 

747,969 

15,550 

2.1% 

9.  Houston  Chronicle 

744,935 

99 

0.0% 

If).  The  Detroit  News  i  Free  Press 

738,709 

(10,798) 

(1.4%) 

11.  The  Boston  Globe 

703,053 

(1,799)  (0.3%) 

12.  Newsday,  Melville,  N.Y 

676,809 

1,190 

0.2% 

1,'!.  Star  Tribune,  Minneapolis 

674,343 

2,983 

0.4% 

14.  The  Atlanta  Journal-Constitution 

620,782 

(19,508)  (3.0%) 

1.7  The  Star-Ledger,  Newark.  NJ. 

610,012 

1,470 

0.2% 

n>.  The  Arizona  Republic,  Phoenix 

554,059 

(524)  (0.1%) 

17-  San  Francisco  Chronicle 

539,563 

16,467 

3.1% 

IS.  The  Plain  Dealer,  Cleveland 

481,126 

3,602 

0.8% 

19.  Seattle  Times/Post-Intelligencer 

473,010 

(5,595) 

(1.2%) 

2().  St.  Louis  Post-Dispatch 

468,134 

(17,850)  (3.7%)  1 

’  '  ’  ---  combined  circulation 

1,006,130  4,520  0.5%  •  r  u  i  • 

746.724  (13,572)  (i.8%)  0-3%’  '^hile  cir- 

715,070  (18,055)  (2  5%)  culations  were  down  m 
679,327  3,480  o.5%  every  Other  category. 

590,061  56,201  io.5%  Certainly,  there  were  a 
578,809  1,454  o.3%  few  high-profile  daily 

552.052  197  o  o%  winners  in  this  reporting 

period  (see  tables).  The 

505.724  10,834  2.2%  ‘L  „ 

479,584  2,525  0  5%  Moming  News 

463,113  (8,086)  (17%)  saw  healthy  gains  both 

Sa)  448,782  (2,506)  (0.6%)  weekdays  and  Sunday. 

Ft  415,497  2,412  0.6%  The  ATerit  IbrA"  Post,  which 

0  408,557  1,011  0.2%  looked  likely  to  fold  only  a 

373,892  8,739  2.4%  years  ago,  has  in- 

^  ^  creased  circulation  35% 

-  the  past  two  years.  With  a 

Dss  of  10,778,  or  0.5%,  frnm  year-earlier  perind  •  x- 

IS  of  7,324,  or  0.8%,  from  year-earlier  period.  cover  price  Ol  zo  cems, 

loss  of  7,876,  or  1.3%,  from  year-earlier  period  the  PoSt  Sells  for  half  the 

in  of  12.394,  or  2.4%.  from  year-earlier  period.  .  «  . .  .  i  .  i_i  *1 

in  of  2,372,  or  0.6%,  from  year-earlier  period.  pnC0  Ot  itS  rival  tablOlGS, 

luiated  by  f4P:  381,833.  the  Daily  News  and 

"•  Newsday,  and  50  cents 

)AY  PAPERS  less  than  The  New  York 

Times.  Post  Editor  in 

CIRCUlATfON  PERIOD  UUT  YEAR 

- . Chief  Col  Allan,  though, 

1.671.865  3.215  0.2%  , 

1.376,932  7,866  06%  its  editonal 

1,048,122  (13,235)  (1.2%)  product,  its  new  color 

1,012,240  1,536  0  2%  presses,  “and,  above  all, 

801,292  1,424  0.2%  attitude,”  as  being  “at  the 

lews  789,137  (18,392)  (2.3%)  heart  of  the  success.” 

784,905  8,518  1.1%  Philadelphia  In- 

747,969  15,550  2.1%  •  >  *  ™  .1 

744,935  99  0.0%  «  turnaround  this 

738,709  (10,798)  (1.4%)  was  not  as  large, 

703,053  (1,799)  (0.3%)  but  it  was  just  as  signifi- 

676809  1,190  0.2%  cant  following  several 

674,343  2,983  0.4%  consecutive  years  of  cir- 

620,782  (19,508)  (3.0%)  culation  decline  at  the 

610,012  l,4i0  0.2%  Knight  Bidder  paper. 

-  PNI  circulation  chief 

481,126  ■  3,602  0.8%  Proebstle  said  a  key 

473,010  (5,595)  (1.2%)  reason  for  the  jump  was 

468,134  (17,850)  (37%)  a  continuing  campaign 

of  discounted  home- 

delivery  offers,  averaging  25%  to  33%  of  foil  price. 
While  newspapers  usually  try  to  move  subscribers  up 
to  foil  price,  the  Inquirer  is  keeping  some  subscribers 
at  the  discount  level  on  a  long-term  basis.  The  paper 
also  moved  19%  of  subscribers  to  its  auto-pay 
program  from  4%  in  1999,  and  added  suburban 
single-copy  outlets.  Overall,  Knight  Bidder  papers  in 
the  top  75  markets  grew  daily  circulation  1.2%  in  the 
latest  FAS-FAX.  11 
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A  Moment  in  Time 


In  this  prize-winning  photograph  by  AP  Photographer  Laura  Rauch, 
an  Afghan  woman  lifts  her  burqa  while  waiting  outside  a  bakery 
in  Kabul,  Afghanistan,  Nov  21,  2001 

AR  the  world's  premier  news,  photo,  audio  and  video  service. 

It's  easy  to  see  why. 

yiP  Associated  Press 

www.ap.org 

h 


raking”  journalism, 
has  resigned  from 
the  historically  black 
university  in  Virginia. 

Grimes  made  her 
comments  to  E&P 
and  “Richard  Prince’s 
Journal-isms”  online 
media-news  report 
just  days  after 
Hampton  on  Sept.  25 
dedicated  its  Scripps 
Howard  School  of 
Journalism  and  Com¬ 
munications  building, 
funded  by  a  $10- 
million  commitment 
by  the  E.W.  Scripps 
Co.’s  philanthropic 
foundation. 

“I  didn't  want  to  be 
a  distraction  from  a 
very  important 
discussion  about  the 
journalism  school’s 
mission,”  she  said 
from  her  home.  “I 
didn’t  want  the 
controversy  to  be 
about  me,  because 
it's  not  about  me.” 

-  MARK  FITZGERALD 


Enjoying  the  free  market 


struck  by  the  quick 
traction  we’re  getting,” 
said  Russel  Pergament, 
publisher  of  the  1 V2- 
year-old  Boston  Metro. 

What  started  as  com- 


I  circ  slid  6.3%,  to 
j  242,957,  in  the  six 
I  months  ended  Sept.  30, 

I  conceded  recently  to  the 
i  Boston  Business  Journal 
!  that  Ros^o7^Me^ro  has 


pers  Inc.,  which  runs  the 
Daily  News.  But,  he 
added,  the  paper  contin¬ 
ues  to  keep  an  eye  on 
Metro  “on  a  daily  basis.” 

A  critical  and  still- 
unanswered  question  is 
whether  Mefro  is  a 
second  read  or  is  finding 
a  new  audience,  as  Philly 
Metro  Publisher  Jim 
McDonald  believes.  In 
any  case,  both  Metros 
aire  making  inroads  with 
advertisers.  Recent 
copies  boasted  full-page 
ads  from  H&M  and 
Filene’s  department 
stores,  Fleet  Bank,  and 
Verizon  Wireless.  The 
two  U.S.  papers  reported 
third-quarter  ad  sales 
rose  63%  and  operating 
losses  fell  68%.  Perga¬ 
ment  said  Boston  is  close 
to  turning  a  profit. 

And  the  Metros  are 
going  even  harder  for 
the  youth  vote.  Both  now 
distribute  on  campuses 
40,000  to  50,000  copies 
of  monthly  spinoffs, 
launched  in  the  past 
year.  McDonald  said  the 
goal  is  “making  young 
readers  ours  for  good.”  (1 


BY  LUCIA  MOSES 

Before  the 

Chicago  Tribune's 
RedEye  and  its 
brethren,  another  new 
kind  of  newspaper  was 
aiming  for  young  read¬ 
ers.  Metro  International 
S  A.’s  two  U.S.  papers 
have  gained  followings 
among  young  readers 
while  putting  traditional 
dailies  on  the  defensive. 

Gallup  surveys  show 
35.6%  of  Philadelphia 
Metro's  readers  are  aged 
18  to  34  and  that  28%  of 
Boston  Metro's  readers 
are  25  to  34.  Readers 
also  tend  to  be  female 
professionals  who 
attended  college.  The 
Metros'  publishers  say 
readers  like  the  tabloids 
because  they’re  free, 
easily  obtained,  and  a 
quick  read.  They’re 
delighted  they  may  have 
influenced  the  new 
youth-aimed  spinoffs  of 
traditional  dailies,  in 
Chicago  and  elsewhere. 

“I  think  they  were 
enticed  by  the  potential, 
eager  to  protect  their 
younger  flanks,  and 


Got  to  hand  it  to  ’em:  A  Boston  Metro  hawker  circulates. 

muter  papers  distributed  caused  some  erosion, 
along  transit  routes  are  I  To  meet  the  challenge 
now  billed  as  “time-slot”  1  the  Philadelphia  Daily 
reads.  Each  Metro  dis-  I  News  has  added  hawken 

tributes  around  165,000  i  and  made  sure  papers 
copies  each  weekday  on  [  were  available  at  corn- 
campuses  and  in  office  >  muter  stops  where  Metrt 
buildings  as  well  as  near  1  is  distributed.  Tough 
transit  stops.  !  year-over-year  compar- 

Their  presence  hasn’t  isons,  not  Metro,  were  to 
gone  unnoticed  by  I  blame  for  a  recent  circ 
tabloid  competitors  that  i  decline,  said  Mike 
rely  heavily  on  single-  Proebstle,  circulation 

copy  sales.  The  Boston  \  vice  president  for 

Herald,  whose  weekday  Philadelphia  Newspa- 


AccuVtfeather  ac¬ 
quired  Weather- 
Data’s  newspaper 
division,  leaving  one 
enormous  and  one 
big  player  providing 
papers  with  meteoro¬ 
logical  material. 

In  doing  the  deal 
(for  an  undisclosed 
price),  AccuWeather 
adds  The  Dallas 
Morning  News  and  16 
other  WeatherData 
papers.  Its  news¬ 
paper  list  has  hit 
851,  according  to 
Joel  Myers,  Accu- 
Weather’s  founder 
and  president. 

Tribune  Media 
Services’  weather 
products  go  to  100- 


Uncle  Sam  enlists  the  press 

WITH  A  U.S.  INVASION  variety  of  combat  preparations, 

of  Iraq  looking  even  Pentagon  spokesman  " 

more  likely  after  Bryan  Whitman  told  \ 

Republican  election  gains,  the  E^P.  The  first  weeklong 
new  Pentagon  program  to  train  session  is  expected  to 
journalists  in  combat  readiness  begin  Nov.  17  with  50 

is  hot  as  a  pistol.  More  than  350  press  people  at  two 

reporters  and  editors  —  including  Virginia  locations, 
about  100  from  foreign-based  Norfolk  Naval 

news  organizations  —  have  Station  and 

already  asked  to  be  part  of  the  Quantico  Marine  I 

military-led  training  program.  (JorpsBase. 

It  will  begin  next  week  with  a  Future  sessions 


are  likely  to  be  held  at  McGuire 
Air  Force  Base  in  New  Jersey 
and  Fort  Benning  in  Georgia, 
x  Whitman  and  other  officials 
I  stressed  that  the  training 
I  is  not  a  requirement  for 
journalists  who  want 
access  to  U.S.  troops  in 
ij?  Iraq  or  elsewhere  —  and 
claim  that  those  who 
take  part  will 
not  be  given  special 
consideration  in 
the  battle  zone. 

—  Joe  Strupp 
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E  &  P  NEWS 


DNA  means  ‘do  not  ask’? 


plus  papers,  said 
Cameron  YUng,  a 
TMS  executive 
director  who  reported 
18  new  clients  signed 
this  year.  This  April, 
TMS  —  which  was 
already  providing 
customized  weather 
content  to  larger 
papers  —  started 
syndicating  non- 
customized  packages 
to  iess-than-70, 000- 
circulation  papers. 

-  DAVE  ASTOR 


Court,  which  has  now 
upheld  the  decision. 
“The  definition  of  access 
does  not  include  the 
right  of  the  public  at 
large  or  the  press  to 
subject  evidence  in  a 
criminal  case  to  testing,” 


decision  could  set  a 
bad  precedent.  “It  will 
make  it  harder  for 
journalists  to  seek  the 
truth,”  she  said. 

Since  the  Globe  and 
the  Post  are  among  the 
few  major  papers  to  edi¬ 
torialize  against 
capital  punish¬ 
ment,  some  have 
speculated  that 
their  main 
motive  in  this 
case  was  politi¬ 
cal:  Proving  that 
an  innocent 
person  had  been 
executed  would 
be  a  first  in  the 
United  States. 
But  Globe 
editors  said  they 
sought  the 
retesting  as  part 
of  a  story  on  the 
growing  use  of 
DNA  tests  to 
free  convicted 
inmates.  “We  thought  it 
was  an  innovative  way  to 
add  something  to  the 
ongoing  debate  [over 
DNA  testing],”  said 
John  Farrell,  the  Globe’s 
Washington  editor.  “We 
were  not  pioneering  to 
prove  that  an  innocent 
person  was  executed.” 

The  Globe  succeeded 
in  2000  in  getting  a 
court  order  to  retest 
DNA  in  a  Georgia  case 
of  a  man  executed  in 
1996  for  rape  and 
murder,  but  that 
testing  was  stopped  last 
year  after  results  proved 
inconclusive. 

Margaret  Stone,  an 
attorney  who  handled 
the  Virginia  case  for  the 
newspapers,  said  the 
court’s  decision  would 
not  adversely  affect 
other  efforts  to  obtain 
similar  evidence.  11 


Court  refuses  to  let  newspapers  review 
evidence  in  case  of  executed  inmate 


the  state’s  death  penalty 
and  criminal-justice  ap¬ 
paratus  from  the  possi¬ 
bility  of  a  mistake 
coming  to  light.” 

The  court’s 
Nov.  1  ruling 
denied  a  request 
by  the  four 

to  obtain 


BY  JOE  STRUPP 

Despite  A 
Virginia 
Supreme  Court 
decision  denying  a 
request  by  four  news¬ 
papers  to  retest  DNA 
evidence  Irom  a  murder 
case  that  ended  10  years 
ago  with  an  execution, 
press  efforts  to  obtain 
such  evidence  in  the 
future  will  not  stop. 

“I  think  there  are 
other  states  that  are 
more  likely  to  find  that 
the  media  has  the  right 
to  intervene,”  said  Lucy 
Dalglish,  executive 
director  of  the  Reporters 
Committee  for  Freedom 
of  the  Press.  “Virginia  is 
known  to  be  less  pro¬ 
gressive  in  public  access 
than  a  lot  of  others.” 

In  a  Nov.  4  editorial. 
The  Washington  Post, 
one  of  the  newspapers 
involved,  blasted  the 
court’s  decision  and  all 
but  accused  it  of  block¬ 
ing  evidence  that  could 
prove  an  innocent  man 
was  executed:  “Failing  to 
test  serves  only  to  shield 


papers 

and  retest  DNA 
evidence  from  the 
trial  of  Roger 
Keith  Coleman, 
who  was  execut¬ 
ed  in  1992  for  the 
1981  rape  and 
murder  of  his 
sister-in-law. 

The  Boston  Globe 
first  brought  suit 
two  years  ago 
in  Buchanan 
County  (Va.) 

Circuit  Court,  where  it 
was  joined  by  the  Post, 
The  Virginian-Pilot  in 
Norfolk,  and  the 
Richmond  (Va.)  Times- 
Dispatch.  Judge  Keary 
R.  Williams  denied  that 
request  last  year. 

Shortly  afterward,  the 
papers  appealed  the  case 
to  the  state  Supreme 


Denver's  City 
Council  agreed 
last  week  to  buy  the 
Rockf  Mountain  News 
building  for  $16 
million  to  house  a 
jail  and  courtrooms. 

The  newspaper, 
which  has  a  joint 
operating  agreement 
with  The  Dmver  Post, 
will  be  allowed  to 
stay  in  the  downtown . 
building  at  no 
additional  rent  until 
March  31.  2004. 

-  MARK  FITZGERALD 


Roger  Keith  Coleman  was  silenced  in  1992. 


the  court  stated. 

Tim  Murtaugh,  a 
spokesman  for  Virginia 
Attorney  General  Jeny' 
W.  Kilgore,  said  the 
retesting  would  provide 
nothing  useful  because 
the  suspect  had  already 
been  convicted  and  exe¬ 
cuted.  “There  has  to  be 
some  eventual  finality  to 
it,”  he  said.  “DNA  testing 
should  be  for  the  living.” 

Shawn  McIntosh, 
president  of  Investiga¬ 
tive  Reporters  and 
Editors,  countered, 
saying  the  DNA  results 
are  as  valuable  as  any 
other  news.  “If  it  is  infor¬ 
mation  that  is  knowable, 
what  is  the  harm?”  she 
said.  “Having  the  truth 
available,  and  not  being 
able  to  get  it,  is  not  going 
to  help  public  confidence 
in  the  system.” 

McIntosh  feared  the 


PowerOne  Media 
Inc.  of  Troy,  N.Y.. 
recently  annouiKed 
contracts  for  16  new 
CarCast  marketplaces 
for  Web  sites 
representing  23 
newspapers  with 
combined  circulation 
of  1.2  million. 

Included  are  sites 
owned  by  the  New 
Ybrk  Times  Co.,  > 
MediaNews  Group 
Inc.,  the  E.W.  Scripps 
Co.,  Freedom 
Communications  Inc., 


IT  WAS  ONE  Pulitzer 
Prize  decision  that  was 
not  leaked.  On  Thurs-  i 
day,  Sandra  Mims  Rowe,  i  j 

editor  of  The  Oregonian  in  j  *  ! 

Portland,  was  named  chair  s 

of  the  Pulitzer  Prize  board. 

The  2003  prizes  will  be  Sandra  Mims  Rowe 
announced  April  7-  Rowe  told  E^P  she  plans 
no  changes  in  the  policy  of  trying  —  often  futilely 
—  to  keep  names  of  finalists  secret,  saying, 
“There’s  no  sense  in  doing  too  much  hand- 
wringing  about  it”  —  Joe  Strupp 
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Community  News¬ 
paper  Holdings  Inc., 
and  Media  General 
Inc.,  as  well  as 
several  independent 
newspapers. 

PowerOne  execu¬ 
tives  said  the  com¬ 
pany  recently  made 
several  enhance¬ 
ments  in  the 
functionality  of 
CarCast  for  auto 
dealers,  consumers, 
and  newspapers  — 
including  the  ability 
to  put  dealers’ 
display  ads  online.  In 
all,  CarCast  is  used  in 
70  markets  by  more 
than  530  dealers,  the 
company  said. 

-  CARL  SULLIVAN 

IFENDER’ 

SAlEOrO 

A$10.9-million 
deal  to  buy 
Sengstacke  Enter¬ 
prises  Inc.,  parent  of 
the  daily  Chicago 
Defender  and  three 
black  weeklies,  was 
approved  Nov.  4  by 
the  Cook  County,  III., 
probate  court  that 
has  overseen  the 
company  since  the 
death  of  John 
Sengstacke  in  1997 
left  it  with  a  SB- 
million  estate-tax  bill 
and  a  family  divided 
over  its  future. 

Real  Times  Inc.,  a 
group  led  by  Tom 
Picou,  a  former 
Defettder  editor  and 
John  Sengstacke’s 
nephew,  would  pay 
$8.5  million  for  91% 
of  the  publishing 
company  and  assume 
$2.4  million  in  debt. 

A  Dec.  15  closing 
is  anticipated  for 
the  sale. 

-  MARK  FITZGERALD 

L. 


Streaming  election  ads  hit  the  Web 

Politico  runs  on  new  plattorm 


BY  KEN  LIEBESKIND 

OF  ALL  THE  NEWSPAPER  ADVERTISING  THAT 
was  done  this  election  year,  one  ad  stands 
out  —  and  it  was  a  TV  commercial.  A  spot 
for  Matt  Salmon,  the  Republican  candidate  for 
governor  in  Arizona,  was  streamed  on  three  news¬ 
paper  Web  sites  in  the  state,  probably  the  first  time 
a  political  ad  of  this  sort  has  made  it  to  the  Web. 

The  spot  was  tested  at  the  Web  site  of  the  East 
Valley  Tribune  in  Mesa  (http://www.eastvalley 
tribune.com).  Then  it  rolled  out  at  azcentral.com,  a 
site  affiliated  with  The  Arizona  Republic  in  Phoenix, 
and  www.azstamet.com,  the  site  of  the  Arizona 
Daily  Star  in  Tucson. 

Salmon  trailed  by  3%  to 
4%  in  the  polls  before  the 
streaming-video  campaign 
began,  but  puUed  even  after 
the  ads  ran.  The  vote  Tuesday  ended  with  Salmon 
trailing  by  such  a  narrow  margin  that  the  result 
will  not  be  confirmed  until  this  week. 

Streaming  TV  commercials  online  is  not  new, 
but  has  never  been  done  by  a  political  candidate 
before,  according  to  New  York-based  Klipmart 
Corp.,  which  provided  the  technology  for  the  ad. 
The  E-Voter  Institute,  a  nonpartisan  Washington 
trade  group,  said  that  campaigns  have  used  video 
and  animations  in  banners,  but  it  was  unaware  of 
any  previous  use  of  streaming  TV  ad  banners. 

One  reason  Salmon  used  it  was  because  it 
provides  better  viewer  data  than  TV.  “No  station 
can  tell  me  how  many  watch  what  percentage  of  a 
commercial  on  TV,”  said  Bill  Gaspare,  president  of 
DB  Associates,  the  Scottsdale  firm  that  bought  the 
ads  for  Salmon.  “With  this,  I  know  the  penetration 
level  and  the  energy  it’s  creating.  And  I  know  it 


reaches  a  profile  of  most  likely  people  to  vote.” 

Both  the  time  spent  watching  and  clickthroughs 
were  measured  —  with  the  clickthrough  rate  at  2.1%, 
which  is  considered  high.  The  East  Valley  Tribune  will 
use  the  clickthrough  data  to  sell  ads  like  this  in  the 
future,  according  to  site  Sales  Director  Ted  Brown. 

Gaspare  said  he  rotated  three  30-second  ads  on  the 
sites  and  negotiated  key  placements  that  enabled  the 
ads  to  run  exclusively  in  “above-the-fold”  positions. 
Sometimes  they  ran  as  pop-ups  at  the  top  of  the  home 
page.  Other  times,  they  ran  in  banners  on  news  or 
political  pages.  The  East  Valley  Tribune  campaign  be¬ 
gan  Oct  25  and  ran  through  Election  Day.  The  other 


campaigns  ran  the  week  before  the  election. 

Why  were  newspaper  sites  used  for  the  campaign? 
“We  had  the  opportunity  to  go  through  ad  networks 
for  Arizona  users,”  Gaspare  said,  “but  azcentral.com 
picks  up  content  from  the  Republic  and  is  an  enor¬ 
mously  popular  site.  The  high  proficiency  of  potential 
voters  at  locations  such  as  news  and  election  pages  is 
a  benefit  of  all  the  newspaper  sites.  We  were  able  to 
get  a  lot  of  mileage  out  of  it”  He  said  the  sites  reached 
80%  of  the  voters  over  a  period  of  time. 

Some  visitors,  however,  complained  that  the  ad 
started  streaming  as  soon  as  they  reached  the  home 
page.  Jim  Rowley,  vice  president  for  market  develop¬ 
ment  at  Tuscon  Newspapers  Inc.,  the  business  arm  of 
the  Daily  Star  and  the  Tucson  Citizen,  stated  that, 
based  on  this  feedback,  “we  will  be  revising  our 
online-advertising  acceptance  policy ...  so  that  future 
ads  are  less  intrusive  to  our  Web  audience.”  11 


FOR  GOVERNOR 


"Click  for  j 
**  Honest  Change' 

^9*4  foi  b^f  tor  gotttnor  comrmttm 
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Boys  will  be  boys  on  the  bus 


G 


EORGE  W.  Bush  might 
,  have  been  the  star  of 
Alexandra  Pelosi’s 
Journeys  xvith  George,  a 
documentary  about  the  2000 
election  shown  by  HBO  last 
week,  but  two  political  reporters 
provided  comic  (sometimes 
caustic)  relief,  earning  them 
minor  celebritydom. 

“Someone  called  me  a 
pompous  jerk  and  nonobjective,” 
Wayne  Slater  of  The  Dallas 


Morning  News  told  E^^P, 
describing  the  reaction.  “Well,  I 
probably  am  a  pompous  jerk,  but 
I  am  objective!”  R-G.  Ratcliffe  of 
the  Houston  Chronicle  said  the 


Who’s  the  “pompous  jerk’7  Bush 
(left),  Ratcliffe  (center),  or  Slater? 

film  showed  that  “one  of  the 
worst  places  to  cover  a  presi¬ 
dential  campaign  is  being  with 
the  candidate.”  Still,  he  added, 
“the  press  will  always  flock  to  a 
presidential  race  like  moths  to  a 
fire.”  —  Chris  Nammour 
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Congratulations  to  the  Evansville  Courier  and  Press  A  Scripps  Howard  Newspaper 

This  year  alone  they  have  won  the  following  awards. 

(1)  Web  Press  Association  Best  4-Color  Newspaper  on  Newsprint  stock. 

(2)  FTA- 1  **  place  for  Newspaper  published  on  newsprint  stock 

(3)  FTA-2''‘‘  place  Newspaper  publication  screen,  uncoated 

(4)  IFRA/NAA-Intemational  Newspaper  Color  Quality  Club  2002-2004 

The  many  quality  awards  have  proven  their  allegiance  in  becoming  one  of  the  best  Flexo  Newspaper  in  the 
world.  We  at  Printink,  Inc.  Are  very  proud  in  being  a  part  of  their  endeavors  to  be  the  very  best.  The  News  Inks 
used  in  Evansville  are  available  for  Flexo  Newspapers. 


Printink  Inc. 

3976  Bach  Buxton  Rd. 

Amelia,  Ohio  45102 

To  Reach  Us  Call  Us  At  1-888-299-0172 
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Kent  Roder,  vice  president  and  general 
manager,  The  New  Jersey  Herald,  Newton, 
elected  vice  president  for  dailies. 

Kevin  Wittman,  publisher.  Greater  Media 
Newspapers,  Freehold,  elected  vice 
president  for  weeklies. 


NORTH  CAROLINA 
Vernon  DeBolt  to  president  of  Freedom 
Communications  Inc.’s  Freedom  Eastern 
North  Carolina  Communications  Inc. 
in  Jacksonville  from  publisher  of 
The  Lima  (Ohio)  News,  effective 
Dec.  1.  DeBolt  succeeds  Maureen  Saltzer 
Gawel,  now  vice  president  of  Freedom 
Community  Newspapers’  Pacific  Region 
and  publisher  of  Appeal-Democrat 
in  Marysville,  Calif. 


NEWSPEOPLE©  EDITORANDPUBLISHER.COM 

INDIANA 

Barbara  A.  Henry 

Barbara  Heniy,  president  and  publisher  of 
The  Indianapolis  Star,  has  been  named 
the  president  of  Gannett  Co.  Inc.’s  new 
Indiana  Newspaper  Group,  which  includes 
the  Star,  the  Journal  and  Courier  in 
Lafayette,  the  Chronicle-Tribune  in 
Marion,  The  Star  Press  in  Muncie,  and  the 
Palladium-Item  in  Richmond.  She  retains 
her  titles  at  the  Star.  Henry,  who  joined  Gannett  in  1974,  has  held 
editorial  posts  at  the  Rochester  (N.Y.)  Democrat  and  Chronicle 
and  USA  Today,  and  she  served  as  president  and  publisher  of  the 
Great  Falls  (Mont.)  Tribune  and  The  Des  Moines  (Iowa)  Register. 


BY  JAMIE  SANTO 


SOUTH  DAKOTA 
George  R.  Thompson  Jr.  to  executive  editor 
of  the  daily  Huron  Plainsman  from 
editor  of  the  weekly  Meade  County 
Times-Tribune  in  Sturgis.  Thompson 
succeeds  Bette  Pore,  now  copy  editor  at 
The  Grand  Island  (Neb.)  Independent. 


TENNESSEE 
Richard  “Dick”  G.  Porter  to  president 
ot American  Profile  magazine  and 
senior  vice  president  at  Franklin-based 
parent,  the  Publishing  Group  of 
America,  from  executive  vice  president 
of  interactive  marketing  sales  for  AOL 
Time  Warner  Inc. 


for  human  resources  at  the  Star. 

Gary  M.  Suisman  to  group  vice  president. 
Suisman  remains  president  and  publisher 
of  the  Journal  and  Courier  in  Lafayette. 


FLORIDA 

Dede  Smith  to  photo  director  at  The  Florida 
Times-Union  in  Jacksonville  from  photo 
director  at  The  Gainesville  Sun. 


TEXAS 

Christopher  Harter  to  circulation-marketing- 
and-sales  director  at  the  San  Antonio 
Express-News  Ifom  circulation-sales 
manager  at  The  Oregonian  in  Portland. 

Paul  Kutzik  to  circulation-sales  manager 
from  metro  manager  for  home  delivery 
at  the  Saint  Paul  (Minn.)  Pioneer  Press. 


INDIANA 

David  F.  Licko  to  group  controller  of 
Gannett  Co.  Inc.’s  newly  created  Indiana 
Newspaper  Group.  Licko  remains 
vice  president  for  finance  at  The 
Indianapolis  Star. 

Ali  M.  Zoibi  to  group  human-resources 
director.  Zoibi  remains  vice  president 


NEW  JERSEY 
James  M.  Manser,  editor  and  publisher. 
The  Coast  Star,  Maucisquan,  elected 
president  of  the  New  Jersey  Press 
Association.  Manser  succeeds  Stanley  M. 
Ellis,  vice  president  and  publisher, 
Burlington  County  Times,  Willingboro, 
who  becomes  chairman. 


Gary  E.  Maitland  to  managing  editor 
of  the  New  Braunfels  Herald-Zeitung 
from  managing  editor  of  The  Taos 
(fi.yi.)News. 


Florida  Times- 
Union  in  Jacksonville  from 
assistant  managing  editor. 


Results 
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inoculations  and  combat  training  are  all  well  and  good, 
but  newspapers  need  to  gird  for  a  home-front  fight,  too 


Last  week’s  cover  story  by 
Associate  Editor  Joe  Strupp 
about  one  newspaper’s 
preparations  to  cover  a  war  in 
Iraq  was  fascinating  both  for  the  detail 
of  the  planning  by  The  Atlanta  Journal- 
Constitution  —  and  for  what  it  says  about 
American  newspapering  at  the  beginning 
of  the  21st  century. 

War  being  a  natural  beat  of  newspapers 
since  the  invention  of  movable  type,  the 
Journal-Constitution  is  assembling  teams 
for  whatever  happens  with  Iraq. 
Correspondents  who  may 
report  on  action  —  all  The  mi 

suitably  laconic  about  the  . 

prospect  of  witnessing  tO  keCf 

war  —  are  being  readied  AlTienCj 

with  combat  training, 

typhoid  shots,  and  satellite  iTOm  b' 

phones.  Those  sticking  flFSt  Cft 

in  Georgia  are  already 
amassing  background  of  war. 

reports  and  graphics. 

And  the  Journal-Constitution  being 
the  very  model  of  a  major  modem  metro, 
budgets  —  for  travel  expenses,  overtime, 
newsprint,  insurance,  and  those 
inoculations  at  $200  a  shot  —  seem  to 
loom  as  large  over  the  winds  of  war  as  Bush 
and  Saddam.  Editors  are  husbanding  the 
news  hole,  for  instance,  as  carefully  as  a 
Kurdish  villager  whose  bushel  of  vegetables 
may  have  to  last  through  a  winter  of  war. 

There  are,  however,  other  preparations 
for  Iraq  mentioned  neither  by  the  Journal- 
Constitution  nor  in  our  cover  story  that  are 
equally  important  —  and  that  all  papers 
should  be  undertaking  whatever  their  size 
and  whether  or  not  they  are  planning  to 
send  anyone  toward  Baghdad. 

Simply  put,  newspapers  must  take  steps 


The  mission  is 
to  keep  the  First 
Amendment 
from  being  the 
first  casualty 
of  war. 


now  to  ensure  that  the  First  Amendment  is 
not  the  first  casualty  of  war. 

The  most  important  step  is  to  sustain 
citizen  involvement  in  all  decisions  about 
the  prospect  and  conduct  of  an  Iraqi  war 
through  fair  news  covers^e  and  fearless 
opinion-page  debate.  Yes,  the  president  has 
his  congressional  resolution,  and  at  the  end 
of  last  week  he  looked  likely  to  get  some¬ 
thing  similar  from  the  United  Nations.  This 
White  House,  always  uncomfortable  under 
public  scrutiny,  would  like  to  think  that 
ends  all  discussion.  Newspapers,  whatever 
their  position,  must 
jlQjl  jg  reinforce  the  principle 

,  ,  that  Americans  deserve  an 

nC  nrSl  informed  voice  whenever 

lent  government  considers 

sending  their  sons  and 
ng  ttlC  daughters  into  harm’s  way. 

lUltV  Newspapers  also  must 

"  lead  the  fight  for  meaning- 

ftil  access  to  U.S.  military 
operations  in  any  war  with 
Iraq.  The  press  must  not  tolerate  again  the 
restrictions  it  faced  in  Afghanistan  —  and 
that  were  imposed  in  Panama  and  the 
Persian  Gulf  War  by  these  same  officials  in 
a  different  Bush  White  House.  Newspapers 
must  do  better  in  recruiting  the  public  in 
this  fight  for  access.  Whatever  they  feel 
about  the  press,  citizens  don’t  want  a 
repeat  of  the  scenes  in  Afghanistan,  where 
American  soldiers  pointed  weapons  at 
American  repiorters  to  prevent  them  from 
reporting  back  to  America. 

Finally,  newspapers  must  prepare 
themselves  to  rebut  with  forcefiilness 
and  facts  all  the  falsehcxxls  that  emerge 
in  the  confusion  of  war  —  especially  the 
notion  that  blindfolding  our  democracy’ 
somehow  strengthens  us  on  the  battlefield. 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22, 1884;  Newspaperdom,  March  1892; 
The  Fourth  Estate,  March  1, 1894;  Editor  &  Publisher,  June  29, 1901;  Advertising.  June  22, 1925. 

OFFICES:  General:  770  Broadway.  New  York.  NY  10003;  Voice:  (800)  336-4380;  Editorial  fax:  (646)  654-5370;  Advertising 
fax:  (646)  654-5360;  Corporate  e-mail:  edpub@editorandpubhsher.com;  Web  site:  http://www.editorandpublisher.com  Chicago: 
6505  W.  Palatine  Ave  .  Chicago.  IL  60631:  (773)  792-3512;  fax  (773)  792-3513.  Mark  jdl 

Fitzgerald.  Editor  at  Large.  Washington:  910  17th  St.  NW,  Suite  215.  Washington.  DC  fflS  fMMHwKSHtl  Vvl 

20006;  (202)  833-2551.  Todd  Shields,  Washington  Editor.  nMF 


www.editorandpublisher.com 


NOVEMBER  11,  2002  EDITOR  &  PUBLISHER  13 


lksH(!!IIIGL[-Sni 

SILIIIIWS 


Detroit  Newspapers’  expanded  North  Plant  (see  facing  page  for  details) 


Whether  at  a  new  plant  or  an 
expanded  one,  consolidation  aims 
to  cut  costs  and  enhance  efficiencies 


BY  JIM  ROSENBERG 

Major-metro  and  midmarket  dailies  are  trading  real 
estate  for  real  gains  in  production,  distribution  quality, 
and  efficiency.  Two  examples,  in  Michigan  and  Florida, 
are  hardly  similar  but  clearly  linked.  Expecting  to  see  sav¬ 
ings  on  plant,  equipment,  and  labor,  Detroit’s  joint  operating  agency 
I  will  sell  one  plant  and  expand  and  modernize  its  other  one,  while  a 
I  Florida  cluster  that  evolved  over  the  last  20  years  will  leave  behind 
I  three  plants  for  centralized  production  in  a  new  plant  at  a  new  site. 


I  As  it  happens,  the  two  operations 
retained  the  same  consultants  and 
architects,  and  contracted  with  the  same 
j  press  manufacturer,  for  very  different  plants 
housing  very  different  presses.  In  each  case, 

I  the  presses  account  for  roughly  half  the  total 
j  project  investment  and  represent  a  move 
I  from  old  offset  to  new. 

On-site  cooperation 

I  For  35  years,  the  E.W.  Scripps  C!o.  owned 
I  The  Stuart  News,  based  in  the  seat  of  Martin 
i  Ck)unty,  Fla.,  on  the  St.  Lucie  River  just 
I  downstream  from  Port  St.  Lucie.  Then,  in  a 
!  2000  deal  with  Freedom  (Communications 

i  Inc.,  Scripps  acquired  The  Tribune,  based  in 
Fort  Pierce,  on  the  Atlantic  (Coast  a  few 
miles  north  of  Port  St.  Lucie  —  where  no 
daily  was  published  but  which  was  served  by 
two  newspapers  now  owned  by  Scripps. 


Scripps,  however,  had  locked  up  more 
than  just  St.  Lucie  (County.  To  the  south,  in 
1982,  it  purchased  the  semiweekly  Jupiter 
Courier,  covering  a  short  stretch  of  coast  that 
includes  adjacent  comers  of  Martin  and 
Palm  Beach  counties.  To  the  north,  it  bought 
Indian  River  County’s  Press  Journal,  in  Vero 
Beach,  and  the  weekly  Sebastian  Sun. 

(Coastal  geography  and  demography  are 
such  that  Scripps’  new  “cluster”  is  really  a 
string  of  publishing  properties  along  the 
Treasure  (Coast,  which  stretches  between 
Central  Florida’s  Space  (Coast  and  South 
Florida’s  Gold  (Coast.  Other  titles  include  the 
Treasure  Coast  Business  Journal,  Fifty  Plus 
Lifestyles,  and  total-market-coverage  and 
niche  publications. 

Chosen  for  a  new  plant  to  centralize  pro¬ 
duction  and  distribution  of  all  Scripps’  area 
dailies  and  nondailies.  Port  St.  Lucie  is  the 


one  city  in  the  market  where  Scripps 
Treasure  Coast  Publishing  (Co.  has  never 
printed  newspapers  but  nevertheless  covers 
with  two  dailies.  City  and  county  officials 
swung  the  deal  with  tax  incentives  under  a 
10-year  program  that  voters  renewed  last 
week.  The  county  intends  to  kick  in  a  four- 
year  tax  abatement  worth  $1.4  million,  and 
the  city  committed  to  $540,000  over  three 
years,  plus  $250,000  against  inffastmcture 
costs  for  the  industrial  park’s  developer, 
according  to  Rebecca  Freeman,  Treasure 
Coast’s  vice  president  and  general  manager. 

The  plant’s  approximately  100  workers 
will  bring  the  com¬ 
pany s  county  work 
force  to  186,  almost  a 
50%  net  increase. 

The  Press  Journal 
reported  that  St.  Lucie 
was  the  only  county  to 
offer  new  or  expanding 
businesses  tax  abate¬ 
ments,  which  are  grad¬ 
uated  over  several  years 
(and  do  not  apply  to 
school,  firefighting,  or 
children’s-services 
taxes).  Without  them, 

“we’d  have  to  go  back  to 
the  drawing  board,” 

Treasure  Coast 
I  President  and  Editor 
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Diagonally  (top  right  to  bottom  left):  Expanded  North  Plant’s  floor  plan  and  section 
across  new  press  hall.  Post-expansion  views  when  observed  in  the  directions  of  the 
arrows  (top  left  to  bottom  right):  parking  and  main  entrance,  with  press  hall  to  right; 
windowed  outside  end  of  press  bay;  docks,  with  automated  high-bay  storage  at  left. 
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Thomas  E.  Weber  Jr.  told  the  paper.  “We 
need  a  substantial  tax  incentive  to  make 
this  project  possible.” 

The  papers  began  consolidated  circu¬ 
lation  auditing  this  year.  Treasure  Coast’s 
Freeman  traces  consolidation  to  1996, 
when  a  single  circulation  director  and 
single  advertising  director  were  appointed. 
But  overall  consolidation  will  be  limited. 
“We  will  maintain  our  local  content,” 
Freeman  insists,  adding  that  the  various 
titles’  flags  will  remain  but  also  cany  the 
note:  “An  edition  of  Treasure  Coast  News 
Press  Tribune.”  She  characterizes  the 
change  “the  best  of  both  worlds”  —  better 
production  and  distribution  of  the  same 
content  to  which  readers  are  accustomed. 

What  that  will  mean  for  Port  St.  Lucie 
readers  remains  to  be  seen.  Approximately 
40%  of  copies  of  the  News  (audited  circula¬ 
tion  37,641  as  of  March  31)  and  Tribune 
(circulation  28,403)  sell  in  Port  St.  Lucie. 
As  many  as  300  Tribune  copies  make  it 
into  Martin  County,  and  a  few  hundred 
copies  of  each  paper  also  circulate  in  or 
around  Vero  Beach.  (The  Press  Journal 
sends  13%  of  its  33,268  circulation  south  to 
Fort  Pierce  or  north  into  Brevard  County.) 

Freeman  cites  at  least  “two  different 
groups  of  people”  in  Port  St.  Lucie: 
commuters  who  identify  more  with  Martin 
County  and  long-established  residents  who 
continue  to  have  an  interest  in  Fort  Pierce, 
the  county  seat.  So  the  efficiencies  of 
operational  consolidation  may  permit  the 
company  to  sustain,  in  one  form  or 
another,  the  two  local  papers  now  serving 
the  city  and  soon  to  be  printed  there. 

For  their  somewhat  more  distant 
distribution,  those  editions  of  the  News 
and  Tribune  are  now  run  first  off  their 
presses  in  Fort  Pierce  and  Stuart.  “When 
we  get  to  the  new  building.  Port  St.  Lucie 
will  be  next  door.  So  we’ll  print  that 
second,”  says  Operations  Director  Michael 
D.  O’Leary. 

On-site  competition 

Unlike  Treasure  Coast,  which  can 
control  all  its  publications  and  their 
production,  Detroit’s  dailies  are  editorial 
competitors  owned  by  the  country’s  biggest 


newspaper  chains 
but  produced  by  a 
third  business 
entity  —  Detroit 
Newspapers,  the 
corporate  creature 
of  a  joint  operating 
agreement  (JOA) 
entered  into  13  years 
ago  this  month.  The 
JOA  joined  the  busi¬ 
ness  operations  of 
The  Detroit  News, 

Gannett  Co.  Inc.’s  242,391-circulation 
evening  paper,  and  the  Detroit  Free  Press, 
Knight  Bidder’s  368,839-circulation 
morning  paper.  Their  combined  Sunday 
issue’s  circulation  is  738,709- 

Production  has  been  divided  between 
the  Riverfront  Plant,  built  near  downtown 
by  Knight  Bidder  in  1979  and  expanded  in 
1987,  and  the  North  Plant,  built  in  1973 
about  20  miles  from  downtown  in  Sterling 
Heights  by  the  Evening  News  Association, 
a  former  News  owner. 

By  late  2005,  however,  the  dailies  will  no 
longer  be  made  in  the  Motor  City  or  even 
be  printed  on  U.S.-made  presses.  Instead, 
they  will  pump  out  of  the  vastly  expanded 
North  Plant.  But  don’t  suspect  hostility  to 
the  hometown  or  the  homemade.  The 
papers  serve  not  just  the  city  but  also  much 
of  Michigan  and  parts  of  Indiana,  Ohio, 
and  Ontario;  the  Riverfront  Plant  is  only 
half  the  size  of  its  outlying  counterpart; 
and  the  domestic  maker  of  both  plants’ 
presses  now  only  manufactures  overseas. 

So,  like  much  of  the  rest  of  America, 
Detroit  Newspapers  will  grow  in  the 
suburbs  and  roll  on  imported  iron.  The 
agency  is  going  to  add  190,000 
square  feet  to  the  500,000 
already  available  in  the  North 
Plant.  About  125  employees 
from  the  Riverfront  Plant 
will  join  675  working  at  the 
North  Plant.  Business  and 
news  operations  will  remain 
in  Detroit. 

In  use  since  1979,  the 
Riverfront  Plant  will  be  sold. 

Valuation  of  the  Riverfront 


Plant,  according  to  Senior  Vice  President  of 
Operations  Keith  Pierce,  is  little  more  than 
conjecture  because  the  land’s  value 
depends  on  any  property  upgrade  and  the 
area’s  future  development  and  desirability. 
The  decision  to  operate  out  of  one 
expanded  plant  was  reached  “after  two  to 
three  years  of  studying  our ...  market, 
distribution,  and  editorial  requirements,” 
says  Pierce.  Alternatives  included  the 
addition  of  color  towers  to  the  existing 
presses  and  construction  of  an  all-new 
facility  at  a  greenfield  site.  But  the  North 
Plant,  he  says,  had  “enough  acreage  and 
usable  property.”  Besides  the  expansion, 
140,000  square  feet  of  existing  space  uall 
be  renovated. 

Before  they  build 

Before  either  project  could  get  off  the 
ground,  figuratively  or  literally,  each  faced 
issues  peculiar  to  its  own  environment. 

Though  Sterling  Heights  is  happy  to  see 
the  North  Plant  expand,  the  city  had 
certain  concerns,  traffic  chief  among  them. 
In  the  course  of  securing  permits  and 
approvals,  Detroit  Newspapers  redesigned 
parking  and  the  ingress  and  egress 
of  cars  and  trucks  to  make 
employee  access  easier  and 
minimize  the  plant’s  impact 
on  area  traffic.  Pierce  says. 

About  a  thousand  miles 
south,  the  owner  of 
property  at  St.  Lucie  West 
Industrial  Park  needs  a  turtle 
total,  not  a  car  count,  before 
These  were  the  new  selling  the  parcel  to  Scripps’ 
site’s  first  excavators  Treasure  Coast  unit  for  its  new 
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plant.  Florida  requires  landowners  to  find  cannot  re-landscape  the  area  as  part  of  the  The  project  team  reporting  to  Freeman 

and  pay  to  relocate  to  public  preserves  all  protected  25%).  consists  of  an  executive  group  representing 

healthy  gopher  tortoises  before  developing  “By  luck,”  says  Anderson,  the  structure  each  department  at  all  three  papers.  Hired 
their  habitat.  A  number  of  the  borrowers  will  be  positioned  such  that  “areas  that  in  May  from  Fort  Lauderdale’s  South 

were  found  and  are  being  relocated.  (After  i  would  bave  to  be  cleared  of  exotics”  will  be  Florida  Sun  Sentinel,  where  he  served  as 

the  Richmond  [Va.]  Times-Dispatch  plant  |  cleared  for  parking  anyway.  packaging  and  facility  manager.  Operations 

opened  in  1992,  a  50-pound  snapping  |  Scripps  managers  “really  made  a  Director  O’Leaiy  helps  production  put 

turtle  liked  to  trudge  to  its  entrance,  where  j  conscious  effort  to  be  friendly  to  their  site,”  out  five  editions  a  day  and  is  in  charge  of 

it  hissed  at  employees  arriving  each  he  says,  adding  that  President  and  Editor  the  building’s  construction  “from  the 

production  perspective.”  His 

Work  on  Detroit's  North  Plant  involves  “d‘?m'5lishin«»  ^  «»ood  ^ 

■  Treasure  Coast,  and  either 

portion  of  it  and  addine  back."  KEVIN  ANDERSON/McClier/desi|[iiiUliance  area  of  responsibility,  he  says, 

may  occupy  10%  to  90%  of 

morning.  Carried  back  to  its  on-site  farm  i  Weber  challenged  everyone  involved  to  go  his  attention  on  any  given  day. 
pond  several  times,  the  turtle  seemed  to  beyond  minimum  requirements  and  Meanwhile,  up  north,  McClier/design 

lose  interest  in  newspaper  operations,  preserve  as  much  as  possible.  Alliance  provides  Detroit  Newspapers 

according  to  a  Media  General  Inc.  with  architectural,  engineering,  and 

spokesman.)  Two  Hcw  team  leaders  I  construction-administration  services. 

Treasure  Coast’s  greenfield  site  is  a  McClier/designAlliance  Executive  Vice  along  with  site  planning  and  process 

dense  woods  with  no  wetlands,  according  President  Ken  Harding  designed  Treasure  analysis.  Assisting  on  structural  and  civil 

to  Kevin  Anderson,  the  McClier/design-  Coast’s  Stuart  administrative  building  12  engineering  is  the  local  firm  Ghafari 

Alliance  designer  working  with  Keith  years  ago.  His  since-merged  company  just  Associates.  Just  two  weeks  ago,  Etkin- 

Heirls,  who  manages  the  project  for  the  j  completed  a  three-month  architectural  and  Skanska  of  nearby  Farmington  Hills  was 

Denver-  and  Chicago-based  firm.  Anderson  engineering  phase  for  the  new  building.  chosen  as  general  contractor, 

says  regulations  require  that  at  least  25%  !  Citing  only  “a  very  positive  relationship”  In  September,  Detroit  Newspap)ers 

of  nonwetlands  remain  undisturbed.  At  with  McClier/designAlliance,  Treasure  hired  Michael  Mayo  as  project  director, 

the  same  time,  however,  a  developer  must  '  Coast’s  Freeman  said  negotiations  begin  responsible  for  directing  the  project  team 
clear  out  invasive  non-native  plants  (but  soon  for  construction.  !  and  production  staff  to  “ensure  the  overall 
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success  of  the  project.”  Most  recently  1  “immeasurable  ...  assistance”  of  many,  [  Anderson  attributes  to  the  need  to  create  a 

corporate  production  director  at  Knight  j  among  them  Production  Vice  President  I  human-scale  approach  from  the  parking 

Ridder  (where  he  oversaw  development  Mike  Quinn,  Pressroom  Director  Dennis  |  area,  with  suitable  lighting  and  large  hori- 

and/or  delivery  of  numerous  press  Johnson,  and  Technical  Director  Terry  j  zontal  canopies  that  make  the  entrance  to 

projects),  Mayo  earlier  had  been  at  the  i  Home  —  all  original  task-force  members,  j  the  huge  building  evident. 

Akron  (Ohio)  Beacon  Journal  when  it  t  _  j  Anderson  says  Detroit  Newspapers 

converted  to  flexo  printing.  During  that  DcniSndS  OH  dCSIgll  j  required  McClier/designAlliance  to  con- 

time,  he  first  met  his  future  boss  when  Design  requirements  for  Detroit  are  j  sider  cost-effective,  efficient  exteriors  that 

Pierce  joined  the  nearby  JOA  nine  years  entirely  different  from  those  in  Florida,  [  complement  the  existing  stmcture.  Metal 

ago  after  stints  at  New  York’s  Daily  News  says  McClier/designAlliance’s  Anderson.  !  paneling  was  chosen,  with  a  base  color 

and  in  magazine  and  catalog  operations.  Work  on  the  North  Plant  involves  I  matching  the  lower  segment  of  the  rest  of 

the  building.  To  avoid  an  over- 

Scripps'  existing  plant  in  Stuart  **will  likely  become  a  powering  and  unattractive  aspect,  a 

distribution  center.”  —  Michael D. OlEARY/ScrippsTreasureCoastPublisbinuCo.  im^£g cXr'^Jiii be use^a^^^^ 

High  windows  at  the  front  end  of 

For  different  reasons  and  in  different  j  “demolishing  a  good  portion  of  it  and  i  the  press  hall  and  where  the  presses  in 

ways.  Treasure  Coast  and  Detroit  adding  back  an  even  larger  piece,”  he  says.  !  each  line  meet  “interrupt  the  large  mass  of 

Newspapers  are  very  large  projects,  and  !  “This  building  is  so  large,”  says  Anderson,  the  press  bay  and  create  a  better  working 

their  leaders  emphasized  the  same  point:  j  the  addition  must  “incorporate  elements  of  environment,”  says  Anderson. 

Only  a  team  can  cope  with  such  projects’  |  the  existing  building”  because  the  old  and  But  in  Florida,  he  says,  “the  challenge  for 
magnitude  and  complexity.  ■  new  stmctures  “are  nearly  equal  in  size.”  the  client  was  to  find  a  site  ...  central  to 

O’Leary  says  teamwork  is  his  only  j  But  because  it  adds  to  an  existing  plant  their  market”  and  able  to  “accommodate 

guarantee  of  success.  Besides  him,  i  in  an  established  manufacturing  area,  “this  !  any  foreseeable  growth.”  The  south-of- 

Freeman,  and  Weber,  leaders  include  |  is  not  a  showpiece  building”  in  quite  the  I  center  site  anticipates  growth.  Separate 

Scripps  Operations  Director  Frank  Wolfe,  !  way  others  are,  says  Anderson,  adding,  |  deals  for  adjacent  parcels  totaling  17  acres 

Scripps  Florida  Finance  Director  Dave  I  “The  process  and  the  equipment  side  is  !  along  Interstate  95  will  give  Treasure  Coast 

Buckey,  and  Tribune  General  Manager  I  the  real  focus.”  The  architect’s  rendering  |  areawide  visibility.  Looking  out  10  to  15 

Lynn  Ferraro.  Pierce  acknowledges  the  i  certainly  seems  to  soften  that  focus,  which  years,  the  master  plan  builds  in  space  for  a 
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No  tall  story: 

The  highest  productivity 
on  the  smallest  footprint 
in  the  newspaper  world. 


The  WIFAG  OF  370  GTD  six-high  tower  in  a  space-saving 
compact  configuration.  It  produces  a  complete  48-page  news¬ 
paper  with  16  four-color  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  70,000  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mode  in  the  same  tower.With  this 
high-end  productivity  rating  on  such  a  small  footprint,  the  WIFAG  OF 
370  GTD  is  unparalleled.  Yet  the  6-high  tower  -  almost  the  same  height 
as  a  conventional  4-high  tower  -  olfers  you  up  two-thirds  more  capacity, 
superior  printing  quality,  webbing  flexibility  and  waste  savings.  All 
controls  are  accommodated  in  each  of  these  autonomous  printing 
units,  so  you  don’t  need  separate  air-conditioned  rooms  and  special 
wiring.  A  WIFAG  OF  370  6-high  tower  is  a  highly  proactive,  compact  web 
press  which  allows  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Would  you  like  to  know  more 
about  high  productivity?  Let’s  talk  about  it! 


WIFAG 


WIFAG,  640  Gunby  Road,  .Marietu.  GA  30067 
Conuct:  Joe  Ondras.  Phone  "^0-850  851 1  -  Fax  770-850  8550  -  www.wdag.com 
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also  will  be  able  to 
run  platemaking 
equipment.  If  needed, 
a  local  supplier  will 
drive  a  larger,  truck- 
mounted  generator  to 
the  plant  to  power 
some  printing  and 
packaging. 

To  withstand  winds 
exceeding  130  miles 
per  hour,  “the  entire 

building  incorporates  hurricane-resistant 
glass,”  Anderson  says.  Shelter  against 
ordinary  rain  and  the  region’s  strong  sun  is 
provided  by  large  covered  areas  outside  the 
cafeteria  and  on-site  distribution  center. 

The  only  areas  not  air-conditioned  will  be 
newsprint  storage  and  the  distribution 
center,  where  activity  is  comparatively  brief 
and  at  night.  For  efficiency,  maintenance, 
and  cost  reasons,  all  heating,  ventilation,  and 
air-conditioning  (HVAC)  systems  will  go 
“into  an  enclosed  central  plant”  rather  than 
on  the  roof,  avoiding  the  exposure  damage 
that  shortens  service  life. 


third  press,  in  case  commercial  work  is 
undertaken.  And  though  “too  far  in  the 
future”  to  be  planned,  says  Anderson,  there 
is  land  enough  for  doubling  the  plant’s  size. 

But  besides  room  for  expansion,  the 
125,000-square-foot  plant  will  not  be 
smaller  than  the  sum  of  the  existing  plants’ 
space,  he  says,  because  “it  will  do  more 
than  the  three  combined.”  The  old  plants’ 
fate  is  uncertain,  but  Treasure  Coast’s 
O’Leary  said  Stuart’s  “will  likely  become  a 
distribution  center.”  As  for  Vero  Beach  and 
Fort  Pierce,  whether  or  not  the  current 
buildings  are  used,  the  company  will  need 
“regional  offices”  with  space  for  distribution 
in  both  communities. 

The  front  of  the  new  building,  along  1-95, 
will  provide  the  strong  architectural  image 
and  “branding”  the  client  required.  So  for 
future  expansion,  savs  Anderson,  “it  grows 
fi'om  the  back.”  The  layout  allo\vs  packaging 
(likely  the  first  to  see  growth)  to  expand 
without  affecting  printing  and  paper  storage, 
and,  later,  a  press  expansion  that  will  not 
interrupt  packaging. 

One  of  the  biggest  design  factors  was 
helping  ensure  that  “this  facility  operates 
during  and  after  a  hurricane,”  Anderson 
says.  An  emergency  generator  for  uninter¬ 
rupted-power  and  personnel-safety  systems 


mines  the  execution  of  a  project.  Whereas 
Scripps  will  start  from  scratch  at  a  new  site, 
allowing  existing  plants  to  function  as 
before,  only  one  of  Detroit’s  two  plants  will 
remain  unaffected.  “The  phasing  of  this  is  a 
huge  challenge,”  says  Anderson. 

“There  will  definitely  have  to  be  some  very 
complicated  rescheduling  procedures,”  says 
John  Sohl,  McClier/designAlliance  project 
manager  for  Detroit.  Though  the  project 
may  have  recourse  to  temporary  storage 
areas  and  “work  around  the  construction 
itself,”  Sohl  says,  “We’re  building  in  phases” 
with  the  client  “staying  100%  operational.” 

Six  phases  are  planned:  1)  utilities  are 
relocated,  a  new  receiving  and  waste  section 
is  created,  and  a  new  automated  storage  and 
retrieval  system  (AS/RS)  building  is  put  up. 
With  that  accomplished,  2)  the  existing  rack 
.storage  system  can  be  tom  down  (with  a 
four-  to  five-month  period  of  w'arehouse  and 
possibly  trailer  storage  until  the  new  AS/RS 
is  commissioned),  leaving  room  to  build  3) 
the  new  pressroom,  followed  by  a  packaging 
area  and  4)  the  south  packaging  addition, 
after  which  5)  floors  one  and  two  are 
renovated,  including  dismantling  the 
second-floor  mailroom  and  using  the  space 
for  a  locker  room  and  administrative  offices, 
and  6)  finally  removing  the  old  presses  and 
renovating  the  space  for  newsprint  storage. 

With  presses  mnning  at  two  sites  (Sterling 
Heights  prints  about  60%)  and  new  presses 
to  be  phased  in,  Detroit’s  project  team  is 
more  concerned  with  work  flow  “from  the 
folder  to  the  doorstep”  than  with  its  ability  to 
get  papers  printed,  says  Mayo.  That  means 
ensuring  reliable  materials  flow  from  the 
temporary  storage  arrangement  and  not 
seriously  delaying  the  passage  of  trucks 
during  construction  and  installation. 

It  is  particularly  important  because  all 
inserting  occurs  at  the  North  Plant.  The 
Riverfront  Plant  has  only  a  run-of-press 
mailroom.  With  the  exception  of  some 
special  sections  it  prints  that  are  tmcked  to 
the  North  Plant  for  inserting,  copies  from 
the  Riverfront  Plant  go  out  to  distribution 
centers,  where  they  are  married  to  sections 
from  Sterling  Heights  that  cany  inserts. 


Avoiding  disraption  in  Detroit 

Apart  from  a  plant’s  design  and  equip¬ 
ment,  the  nature  of  any  operation  deter¬ 
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Undated  photos  of  Detroit  Newspapers’  North  Plant  in  Sterling 
Heights  (left)  and  Riverfront  Plant,  near  downtown  Detroit. 


Two  metros  under  one  roof 

Of  the  $177  million  Detroit  Newspapers 
will  spend  on  the  project,  fiilly  half  will  pay 
for  new  presses  at  the  North  Plant:  six  new 
Geoman  offset  presses  from  German 
manufacturer  MAN  Roland. 

The  North  Plant’s  54  units  of  Goss  Mark 
V  letterpress  were  converted  to  offset  years 
ago  by  TKS  —  possibly  the  only  such 
conversion  in  use,  says  Pierce.  Operable 
either  as  nine  six-unit  presses  or  as  three 
press  lines  of  18  units  and  three  folders  each, 
the  old  iron  is  believed  to  have  no  resale 
value,  according  to  Pierce.  The  Riverfront 
Plant’s  42  Goss  Metroliner  units  and  10 
Headliner  Offset  units  will  be  sold. 

Replacing  it  all  will  be  six  75,000-copy- 
per-hour  Geoman  presses  in  two  lines 
comprising  60  reels,  300  printing  couples, 
and  six  folders.  MAN’s  Pecom  system  will 
provide  automation  and  plant  management. 
According  to  MAN,  the  Pecom  controls  and 
AC  direct  drives  will  speed  makeready,  and 
edition,  section,  and  page  changeovers. 

Levels  from  bottom  to  top  between  the 
parallel  press  lines  will  house  reelroom  and 
press  (quiet  room)  operations,  platemaking, 
motor-drive  controls,  and  HVAC  systems. 

“We’re  anticipating  three  of  the  six  presses 
...  up  and  in  operation  in  July  of  2005,”  says 
Pierce.  When  that  happens,  they  will  share 
printing  with  the  Riverfront  presses  and  the 
North  Plant’s  old  machines  will  come  out. 
When  the  remaining  MAN  presses  are  ready 
three  months  later,  says  Pierce,  the  new 
equipment  will  take  over  entirely  and 
Riverfront  will  close.  “We’ll  always  have 
back-up  capacity  while  we  bring  the  new 
equipment  on-line,”  he  says. 

When  both  Geoman  lines  are  in,  Detroit 
Newspapers  will  be  able  to  run  “fewer 
presses  at  much  higher  speed,”  Mayo  says. 
“They  will  be  able  to  do  on  six  [straight-run] 
presses  what  they  now  do  on  a  far  greater 
number  of  [collect-run]  presses.” 

Daily,  weekly,  monthly  printing 


a  Pierce,  Treasure  Coast 
won’t  have  Detroit’s 
concerns  about  main¬ 
taining  production  or 
phasing  construction. 
Like  the  experience  with 
Harding’s  firm,  satis¬ 
faction  with  the  18-year- 
old  Uniman  sent  the 
company  back  to  MAN, 
according  to  Freeman. 
Unlike  Detroit, 
scheduling  challenges  in  St.  Lucie  West 
begin  after  the  $45-million  project  is 
complete,  when  two  MAN  Regioman 
presses  take  over  printing  three  morning 


dailies,  a  semiweekly,  a  weekly,  monthlies, 
and  various  other  publications. 

The  doublewide,  one-plate-around  presses 
are  to  arrive  a  year  from  January  and  begin 
printing  later  in  2004.  The  papers  were 
i  earlier  changed  to  the  narrower  pages  cut 
from  the  50-inch-wide  webs  that  the  presses 
!  use.  Cut-off  will  come  down  to  21 V2  inches. 

The  70,000-copy-per-hour  presses  will 
I  consist  of  82  printing  couples  in  eight 
;  four-over-four,  two  four-over-one,  and 
two  two-over-two  towers  sitting  over  14 
reelstands  and  feeding  single  and  double¬ 
delivery  2:3:3  folders.  Options  chosen  with 
the  Pecom  controls  are  PrepressLink  for 
ink  presetting  from  digital  page  data  and 


Your  top  gripe: 

A  lack  of  training. 


I 


U.S.  journalists  say  a  lack  of  training  is  their  No.  1  source  of  job 
dissatisfaction,  ahead  of  pay  and  benefits.  So  say  surveys  of  2,000 
journalists  and  news  executives  for  the  Council  of  Presidents  of  National 
Journalism  Organizations. 

Read  the  Knight  Foundation-funded  study  and  what  journalism’s 
leaders  are  doing  about  it  in; 

Newsroom  Training:  Where ’s  the  Investment? 


*  With  a  MAN  Roland  Uniman  in  Stuart,  a 
S  Harris  435  with  Heidelberg  Mercury  tower 
a  in  Vero  Beach,  and  a  Goss  Urbanite  in  Fort 


John  S.  and  James  L. 

Knight  Foundation 

The  John  S.  and  Janies  L  Knight  Foundation 
promotes  excellence  in  journalism  worldwide  and  invests 
in  the  vitality  o<  26  U.S.  communities. 
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Plant  mailroom  will  double  in  size. 

Inserted  copies  covered  by  inkjet-printed 
topsheets  will  be  stacked,  tied,  and  passed 
to  a  bundle-distribution  system,  from 
which  they  will  enter  an  automatic  cart¬ 
loading  system  for  delivery  to  about  two 
dozen  distribution  centers.  Requests  for 


in  operation  when  the  new  presses  start 
up.  Until  then,  he  says,  there  is  plenty  of 
time  to  evaluate  vendors  and  changing 
technologies  —  perhaps  a  role  for 
conventional  ultraviolet-imaged  plates  in 
CTP  —  and  await  further  decreases  in  the 
plates’  premium  pricing. 


ProductionManager  for  detailed  reporting. 

Able  to  print  two  56-page  main  editions 
that  include  36-pages  of  process  color,  or  a 
single  run  of  80  pages  with  60  in  full  color, 
the  presses  should  meet  advertisers’ 
demands  for  color. 

Treasure  Coast  plans  to  print  its  three 
dailies’  five  editions  in  three 
hours  beginning  at  midnight. 

“We  expect  four-section  press 
runs  to  be  the  norm,”  says 
Freeman,  adding  that  with 
extra  pages  and  sections,  “we  plan  to  have 
an  advance  [run]  for  most  editions.” 


**We  redesigned  the  work  flow  completely,  from  the  receipt 
of  newsprint ...  through  packaging.”  —  keith  PIERCE/Detroit  Newspapers 


proposals  are  about  to  go  out  to  vendors. 

“We  redesigned  the  work  flow  complete¬ 
ly,  from  the  receipt  of  newsprint ...  through 
packaging,”  says  Pierce,  noting  that  the 
10-year-old  high-bay  preprint  storage  will 
be  tom  down  to  “improve  our  process 
flow,”  a  new  receiving  dock  and  waste¬ 
processing  area  are  to  be  built,  and  the  ink 
tank  and  utility  rooms  will  be  rebuilt. 

Storage  of  paper  —  unprinted  and 
preprinted  —  always  has  consumed  much 
time  and  space.  The  solution  mimics 
modem  press  design:  build  up,  not  out, 
and  automate. 

Detroit  Newspapers  went  to  Siemens- 
Dematic  for  two  rack  systems,  both  served 
by  cranes.  One  will  rise  approximately  110 
feet  and  provide  4,000  positions  for 
newsprint  rolls  and/or  preprints.  “The 
beauty  is  that  newsprint  rolls  50  inches 
wide  and  50  inches  in  diameter  can  use 
the  same-dimension  racks  as  the  preprint 
skids  that  we  get,”  says  Pierce. 

The  second,  two-high  storage  system  will 
hold  up  to  two  days’  production  (500-plus 
newsprint  rolls)  in  the  reelroom.  More 
newsprint  also  may  be  stored  in  the  area 
now  occupied  by  some  of  the  old  presses. 

In  general,  both  newspaper  companies 
anticipate  the  same  improvements  from 
upgrading  and  consolidating  printing  and 
packaging:  better  sectioning  and  printing, 
with  more  color,  in  all  papers;  extended 
editorial  and  advertising  deadlines  and/or 
earlier  delivery  to  homes  and  newsstands; 
geographic  targeting  capability  (though 
mostly  a  result  of  post-press  improve¬ 
ments,  says  Pierce);  reduced  waste  and 
materials  consumption. 

Neither  project’s  execs  will  estimate 
savings,  though  Pierce  says  they  will 
amount  to  “many  millions  of  dollars  a 
year,”  and  Freeman  sees  them  showing  up 
throughout  operations,  from  facilities  to 
labor.  “Consolidating  ...  provides  us  a  much 
better  opportunity  to  leverage  new  tech¬ 
nology  like  the  Regioman  and  CTP,”  she 
says.  “Generating  an  acceptable  payback 
on  this  equipment  in  a  split-site  operating 
plan  would  have  been  difficult.”  ® 


Treasure  Coast  hopes  to  have  contracts 
early  next  year  for  equipment  able  to  insert 
and  bundle  all  its  products,  including 
inserting  multiple  dailies  off  two  presses. 

Freeman  says  that  in  addition  to 
relocating  one  of  its  existing  GMA  SLS- 
1000  inserters,  her  operation  is  “closely 
evaluating”  new  technology  and  hopes  “to 
augment  this  machine  with  a  new  inserter” 
at  the  new  plant.  Two  lines  of  gripper 
conveyor  from  the  folders  are  planned. 

Gripper  conveyor  likely  also  will  carry 
Detroit’s  editions  from  the  pressroom  to  its 
Heidelberg  630  inserters,  “which  will  be 
expanded,”  says  Pierce.  “A  greater  number 
of  the  papers  will  be  fed  directly  to  the 
inserters,”  which  will  have  double-out 
capability,  adds  Mayo.  In  all,  the  North 


Pre-  and  post-press  prospects 

Neither  Detroit  Newspapers  nor 
Treasure  Coast  has  decided  on  a  plate¬ 
making  technology  or  contracted  for  mail- 
room  equipment.  Both,  however,  expect  to 
adopt  computer-to-plate  (CTP)  output 
from  prepress  and  online  inserting  in 
post-press,  where  they  plan  to  use  at  least 
some  of  their  existing  post-press  systems. 

In  Florida,  the  one-around  Regioman 
will  keep  dovm  expenditure  on  higher-cost 
laser-imaged  plates  for  multiple  editions. 
The  Scripps  unit  plans  to  select  plate¬ 
making  equipment  by  next  summer. 

In  Detroit,  Pierce  expects  to  see  full  CTP 
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-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


Brokers  and  appraisers  for  79  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Cribb  • 
Tom  Karavakis 


Jim  Hicks 
Gary  Greene 


CRIBB 

&  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


-FEATURES  AVAILABLE- 


ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED,  practh 
cal  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years 
running.  (206)  5674455. 


MOVIE  REVIEWS 


MOVIE  CHOICES  FOR  KIDS 

Weekly  column  attracts  families. 

Email:  moviechoices@cs.com  or  call 
Jean  Joachim  (212)  799-6416  for  samples. 

MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZIES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1 169 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 


BUSINESS  OPPORTUNITY  New  Media 
company  with  proprietary  turnkey  revenue 
solution,  targeted  local  content  and  internal 
ad  server  seeking  qualified  strategic  inves¬ 
tors  and  partners.  Contact  Mr.  Schwartz 
(888)234-5672x  117. 


SMALL  PUBLISHING  BUSINESS  offers  in 
vestment  opportunity.  Established  client 
base.  Progressive  growth  pattern.  Unlimited 
growth  potential. 

Box  3129,  Editor  &  Publisher,  Classified 
770  Broadway  7th  FI 
New  York,  NY  10003 


EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300 

Rickenhachcr  IVfedia 

6731  Desco  Dr..  Dallas.  TX  75225 
www.rickenbachennedia  .com 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(602)  615-0098 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 

P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 

(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MiCHAEL  0.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 


NEWSPAPERS  WANTED 


WANTED  TO  PURCHASE:  Smalltown 
j  newspapers  with  paid  circulation  4,000  or 
I  above  by  award-winning  non-public  group 
j  that  will  treat  your  employees  and  your 
I  community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  648-2856 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
I  Stitcher/Trimmers  &  Inserters 

;  Joe  Scott  &  Associates,  Inc. 

j  (256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
j  Terry  Connors,  Vice  President  of  Sales 
I  Phone:  (508)  850-7945 

Fax:  (508)  850-7951 
I  tconn3317@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall. ..We  Have  It  All 


Cal  Now  (800)  243-3889 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbusti  Avenue 
NH,CA.  81605 


-EQUIPMENTS  SUPPLIES- 


PRESSES 


Inland  Newspaper  Maijiinenf  Corporation 

Fn  a  Qiielete  lul  of  pes»::  180)125511(0 « 1913)  (92-9050 
wninlanitoncon 


MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


PRESSES 

•  Goss  3:2  Folders  23  9/10",  22  3/4”, 

22”,  21  1/2”,  21" 

•  New  or  Rebuild  Goss  R.T.P.  42’  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES-  • 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service.  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  9508475 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS.  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiii.com 

CIRCULATION  SERVICES.  INC. 

The  Prepaid  Telemarketing  Sales  Leader 
Low  Commissions  -  Highest  Quality  Service 
Learn  More  @  www.circulationservices.com 

Todd  Galbate  (970)  493-0470  ext.  107 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 

LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)  884-9511 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  77&6397 

WWW.PROSTARTS.COM 


NEWS  makes  the  difference. 


www.editorandpublisher.com 
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CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  In  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@>marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

GRAPHIC  DESIGN  SERVICES 

DAILY  NEWS  GRAPHICS  provides  fast, 
reliable,  customized  graphics  for  your 
newspaper  at  incredible  savings.  Visit  us  at 
www.dailynewsgraphics.com. 

PRESSROOM  SERVICES 

ADDING  A  NEW  PRESSLINE?  Let  us  look 
after  your  investment  in  a  pressroom  or 
building  project.  We  make  sure  you  receive 
all  that  you  expect  and  demand  from  a 
pressroom  expansion.  (Single  width 
presses)  Professional  Pressroom  Services  - 
Call  Michael  at  (315)  783-3346 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED- 


_ ACADEMIC _ 

FOUR  TENURE-TRACK  POSITIONS  available 
in  the  Department  of  Mass  Communication 
and  Journalism,  CSU  Fresno.  Print 
journalism,  digital  technology,  mass  com¬ 
munication  generalist,  Roger  Tatarian  En¬ 
dowed  Chair  in  Journalism.  See: 
www.csufresno.edu/aps/vacancy/ah.html 

M.S.  and  PH.D.  ASSISTANTSHIPS 
The  University  of  Tennessee  seeks  candi¬ 
dates  with  solid  professional  backgrounds 
for  study  in  Journalism,  Advertising,  Broad¬ 
casting,  Public  Relations,  Speech  Communi¬ 
cations,  Information  Sciences.  Applications 
for  assistantships  for  Fall  2003  are  due 
March  1.  Contact  Dr.  Edward  Caudill,  College 
of  Communications  and  Information 
Sciences,  Phone:  (865)  974-6651,  E-mail: 
colcomgs@utk.edu. 

http://excellent.com.utk.edu/ 

gradstudies/index.html 


ACADEMIC 


ACADEMIC 


Hampton  University  is  seeking  an  energetic,  innovative,  progressive,  experienced, 
and  professionally  respected  individual  to  serve  as  director  of  its  Scripps  Howard 
School  of  Journalism  and  Communications.  An  ideal  candidate  for  the  position  will 
have  at  least  five  years  of  professional  journalism  experience,  strong  written  and  ver¬ 
bal  communication  skills,  editing  experience,  and  a  proven  record  of  effective  organi¬ 
zational  skills.  A  Master’s  degree  is  preferred;  teaching  experience  is  of  added  benefit. 
The  new  director  should  be  prepared  to  assume  duties  no  later  than  July  1 , 2003. 

The  director’s  responsibilities  will  include  administrative  and  managerial  duties,  strategic 
planning,  curriculum  development,  teaching,  recruiting  faculty  and  faculty  development, 
maintaining  programmatic  accreditation,  directing  student  internships  and 
job  placement,  building  relationships  with  professional  and  academic  communities, 
fundraising,  preparing  and  overseeing  budgets,  and  working  collaboratively  within 
the  university’s  Administrative  Council.  The  director  will  report  to  the  Provost,  the  uni¬ 
versity’s  chief  academic  officer. 

The  Scripps  Howard  School  of  Journalism  and  Communications  is  a  new, 
state-of-the-art  facility  that  accommodates  300  students  and  13  faculty  and  staff 
members.  The  school  officially  opened  fall  2002. 

To  apply,  send  a  letter  of  application,  which  expresses  interest  in  and  qualifications 
for  the  position;  a  current  vita/resume;  official  academic  transcripts;  and  three  letters 
of  recommendation  to; 

Search  Committee  for  School  of  Journalism  and  Communications 
c/o  Margaret  D.  Martin 
Hampton  University 
P.  0.  Box  6033 
Hampton,  VA  23668 

Applications  will  be  accepted  through  January  31,  2003 
Hampton  University  is  an  Equal  Opportunity  and  Affirmative  Action  Employer 


_ ACADEMIC _ 

HALF-TIME  PROFESSOR,  COMMUNICATION 
2003-2004 

The  Communication  Department  at  The  Uni¬ 
versity  of  the  Arts  seeks  applicants  for  a 
half-time  position,  with  professional  experi¬ 
ence  in  digital  journalism,  e-publishing  or  re¬ 
lated  fields,  and  interactive  media  to  help 
evolve  a  new  area  of  study.  Responsibilities 
include  teaching  courses  in  digital 
journalism  and  e-publishing,  supervising 
work  in  these  areas,  advising  student  activi¬ 
ties,  job  and  internship  placement  and  out¬ 
reach,  and  other  faculty  duties.  Qualifications 
include  strong  abilities  in  expository 
and/or  journalistic  writing  in  electronic  envi¬ 
ronment,  understanding  of  interactivity,  in¬ 
formation  design,  and  on-line  environments, 
and  understanding  business  and  technique 
required  to  establish  a  web  publication.  Ad¬ 
vanced  degree  and  teaching  experience 
preferred.  Salary  and  rank  commensurate 
with  qualifications  and  experience.  Send 
curriculum  vitae,  statement  of  teaching  ap¬ 
proach,  and  description  of  professional  or 
scholarly  interests,  names  of  three  refer¬ 
ences  and  portfolio  of  work  reflecting 
writing  and  publishing  in  electronic  environ¬ 
ment  to:  Personnel  Services  Department, 
The  University  of  the  Arts,  320  South  Broad 
Street,  Philadelphia,  PA  19102.  Review  of 
applications  begins  immediately  and  contin¬ 
ues  until  filled.  EOE 


EDIT0R(S?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 
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_ ACADEMIC _ 

ROWAN  UNIVERSITY,  a  comprehensive  public 
university  in  Southern  New  Jersey,  a  sub¬ 
urban  region  near  Philadelphia,  anticipates 
the  following  faculty  openings  for  Fall  2003. 

POSITION  1:  Teach  courses  in  journalism 
and  writing  at  the  graduate  and  undergradu¬ 
ate  level.  Professional  experience  in  two  or 
more  of  the  following  areas  is  desired: 
newspapers,  magazines,  on-line  journalism, 
media  ethics,  or  broadcast  news.  Ability  to 
serve  as  reader  for  masters’  theses.  Position 
will  involve  teaching  and  developing  various 
courses  in  journalism.  Candidate 
should  possess  a  Ph.D.  or  other  appropriate 
terminal  degree  and  be  able  to  articulate  a 
clear  plan  for  research  and/or  professional 
activity. 

POSITION  2:  Teach  skills  courses  in  journal¬ 
ism.  Especially  desired  are  skills  in  on-line 
reporting,  visual  journalism.  Also,  teach 
courses  including  newspaper  reporting,  fea¬ 
ture  writing,  editorial  writing,  and  arts  re¬ 
porting.  Ability  to  advise  student 
publications,  teach  broadcast  news,  and/or 
creative  nonfiction  desirable.  Ph.D.  preferred. 
Master’s  with  extensive  professional 
experience  considered.  Evidence  of  suc¬ 
cessful  college  teaching  required. 

Please  send  all  materials  by  November  15 
to  Carl  Hausman,  chair,  department  of  Jour¬ 
nalism  and  Creative  Writing,  Rowan  Universi¬ 
ty,  Glassboro,  NJ  08028.  Rowan  University 
is  an  affirmative  action  equal  opportunity 
employer. 


ACADEMIC 


DIRECTOR  OF  SCHOOL  OF  JOURNALISM 
AND  BROADCASTING 

The  nationally  recognized  School  of  Journal¬ 
ism  and  Broadcasting  at  Western  Kentucky 
University  seeks  a  Director. 

The  Director  provides  academic  and  admin¬ 
istrative  leadership  for  more  than  1 ,000  BA 
majors  and  22  full-time  faculty.  The  diverse 
nature  of  the  School  requires  a  Director 
with  exceptional  management  and  commu¬ 
nication  skills.  The  candidate  must  be 
skilled  at  collaborative  processes  and  pos¬ 
sess  an  enthusiasm  for  a  variety  of  academic 
and  professional  endeavors.  The  individual 
we  seek  will  provide  effective  leadership,  de¬ 
velop  partnerships  with  academic 
and  professional  constituencies,  and  pursue 
development  opportunities. 

The  ideal  candidate  should  have  a  graduate 
degree  in  a  relevant  discipline,  academic 
experience,  outstanding  professional  ac¬ 
complishments,  and  proven  managerial  ex¬ 
pertise.  Rank  and  salary  are  commensurate 
with  experience  and  qualifications.  Applica¬ 
tion  review  begins  January  10,  2003,  and 
continues  until  the  candidate  is  selected. 
The  appointment  will  begin  July  1,  2003. 
Western  Kentucky  University  has  more  than 
17,000  students  and  is  65  miles  north  of 
Nashville.  The  ACEJMC-accredited  School  of 
Journalism  and  Broadcasting  houses  six  ac¬ 
ademic  programs,  two  institutes,  a  student 
radio  station,  TV  studio,  and  a  student  ad¬ 
vertising/public  relations  agency.  Its  students 
have  won  many  national  and  regional 
awards,  including  the  William  Randolph 
Hearst  journalism  overall  competition  in 
2000  and  2001.  The  School,  designated  as 
a  Kentucky  Program  of  Distinction,  will  oc¬ 
cupy  a  new  $18.4  million  state-of-the-art 
building  in  2001 

Send  letter  of  application,  vita,  official  tran¬ 
scripts,  and  three  letters  of  recommendation 
to:  Director  of  Journalism  and  Broadcasting 
School  Search,  Office  of  the  Dean, 
Potter  College,  Western  Kentucky 
University,  1  Big  Red  Way,  Bowling  Green, 
KY  42101-3576. 

All  qualified  individuals  are  encouraged  to 
apply  including  women,  minorities,  persons 
with  disabilities,  and  disabled  veterans. 
Western  Kentucky  University  is  an  Affirmative 
Action/Equal  Opportunity  employer. 

Visit  http://www.wku.edu/Journalism 
for  more  information 


COMMUNICATIONS 

ASSISTANTSHIPS 


The  University  of  Tennessee  seeks 
candidates  with  a  background  or  an  in¬ 
terest  in  science  communications  for 
assistantships  in  M.S.  and  Ph.D.  pro¬ 
grams.  Contact: 

Dr.  Edward  Caudi, 

Associate  Dean  for  Graduate  Sbicies 
Colege  of  Conmiiiicalions  and 
Hormalion  Sciences 
Phone:  (865)9746651 
E-mal:  colcomgs@ulk.edu 

htlp://excelenLcom.utk.ediV 

gradstudies/ndex.html 


www.editorandpublisher.com 


iMBhi 


iiliMiiMllfiHlilMliMi 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISIND  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ACADEMIC 


JOURNALISM  •  ENVIRONMENTAiySCIENCE 
ASSISTANT  PROFESSOR 
For  detailed  description  and  information  on 
this  position,  please  visit  URL: 

http  ://www2  .acs.ncsu.edu/ 
hr/epa/vacancies/tepa.html 
North  Carolina  State  University  is  an 
AA/EOE.  For  accommodations  in  the  appli¬ 
cation  process  contact  Deborah  Hooker  at: 

dahooker@social.chass.ncsu.edu 
Ph:  (919)  5154146,  Fax:  (919)  515-1836 


MIDDLE  TENNESSEE  STATE  UNIVERSITY 
School  of  Journalism 

Expanding  program  committed  to  profes¬ 
sional  and  scholarly  interests  seeks  candi¬ 
dates  for  THREE  journalism  positions: 

FIRST  POSITION  (143050),  for  professional 
to  coordinate  School’s  writing  programs 
and  to  contribute  to  School’s  journalism, 
media  design  or  PR  sequences. 

SECOND  POSITION  (143090),  for  generalist 
with  Ph.D.  and  professional  experience  to 
teach  reporting/editing  courses  in  following 
areas:  media  law,  history,  and  ethics. 
Ranks  negotiable.  Professional  candidates 
require  Master’s  degree,  10  years  experience 
and  significant  record  of  achievement. 

THIRD  POSITION  (143060),  journalist  with  a 
national  record  of  achievement  in  visual 
communication/media  design  and  has  a 
Master’s  or  Ph.D.  and  significant  professional 
experience.  Media  Design  program 
specializes  in  print  design  as  related  to 
newspapers,  magazines,  infographics  and 
Web.  Candidates  should  possess  knowl¬ 
edge  of  visual  communication  theory,  publi¬ 
cation  design  and  typography.  Additional 
knowledge  in  one  or  more  of  these  areas  - 
photojournalism,  infographics,  Web  design, 
pre-press,  copy  editing,  reporting  and  book 
publishing  -  is  a  plus.  Rank  negotiable. 

MTSU  is  Tennessee’s  fastest-growing  uni¬ 
versity  with  21,000  students,  30  miles 
southeast  of  Nashville.  In  one  of  the 
nation’s  largest  mass  communication  col¬ 
leges,  School  is  ACEJMC  accredited  with 
700  majors  in  newspaper/magazine  journal¬ 
ism,  public  relations,  advertising,  and  media 
design/graphics.  College  holds  Seigen- 
thaler  Chair  of  Excellence  in  First  Amendment 
Studies  and  the  Office  of  Communication  Re¬ 
search,  which  conducts  a  biannual 
poll.  Women  and  minority  candidates  are 
encouraged  to  apply.  The  University  is  cur¬ 
rently  seeking  a  Phi  Beta  Kappa  chapter; 
Phi  Beta  Kappa  graduates  are  encouraged 
to  apply.  MTSU  is  an  EO/AA  employer.  Review 
of  applications  begins  November  15 
and  continues  until  positions  are  filled.  Start 
date  is  August  2003. 

Send  letter  of  application,  vita/resume,  and 
names/addresses/phone  numbers  of  three 
references  to  Ray  Wong,  Chair,  Search 
Committee,  Middle  Tennessee  State  Univer¬ 
sity,  School  of  Journalism,  Box  64,  Mur¬ 
freesboro,  TN  37132.  Or  E-mail: 

rwong@mtsu.edu 


ACADEMIC 


VISITING  ASSISTANT 
PROFESSOR 


ALBION  COLLEGE  seeks  three-year 
Visiting  Assistant  Professor  of  English 
with  emphasis  in  journalism,  beginning 
Fall,  2003.  Qualifications:  MA, 
teaching,  and  appropriate  work  expe¬ 
rience;  Ph.D.s  welcome  to  apply.  The 
standard  teaching  load  of  six  courses 
per  year  will  encompass  news  and 
feature  writing,  editing,  and  newspaper 
production.  Please  see  the  full  position 
description  at: 

http;//www.albion.edu/english/ 

joumalismjob.asp 

Send  letter  of  application  and  current 
c.v.  by  December  31  to: 

James  Diedrick,  Chair 
Journalism  Search  Committee 
English  Department 
Albion  College 
611  E.  Porter  Street 


ADMINISTRA’nVE 


GENERAL  MANAGER 

The  Pioneer  Group,  a  progressive  north¬ 
western  Michigan  publishing  group  is  seeking 
experienced  person  to  assume  the  position  of 
General  Manager  of  the  Manistee 
News  Advocate  and  it’s  associated  west- 
shore  publications. 

Ideal  candidates  will  possess  a  strong  work 
history,  reflecting  leadership,  motivational 
and  interpersonal  skills,  and  will  be  able  to 
lead  a  management  team  toward  a 
common  goal.  A  strong  community- 
customer  focus  is  essential. 

The  News  Advocate  is  a  daily  newspaper  lo¬ 
cated  on  the  shores  of  Lake  Michigan  in  the 
historical  Port  City  of  Manistee.  The  area  is 
a  fishing  and  hunting  mecca,  a  paradise  for 
the  water-lover  and  boasts  a  progressive 
school  system.  The  GM  position,  which 
could  lead  to  that  of  publisher,  oversees 
the  six-day  daily,  the  weekly  Benzie  County 
Record  Patriot  in  Frankfort,  two  shopping 
guides  and  various  niche  publications.  Salary 
IS  commensurate  with  Inland  projections 
and  experience  and  includes  a  full  benefit 
package. 

Consider  joining  our  family-owned  employee 
friendly  company  in  beautiful  northwest 
Michigan. 

Send  letters  of  interest  and  resume  to: 

Cheryl  Rosen,  Human  Resources  Manager 
The  Pioneer  Group 

502  N.  State  Street,  Big  Rapids,  Ml  49307 
All  applications  will  be  held  confidential. 


ADMINISTRATIVE 


OUR  MIDWEST  long-established  weekly 
newspaper,  part  of  highly-successful  family- 
owned  progressive  group  with  dedicated 
long-term  employees,  is  seeking  a 
GENERAL  MANAGER  who  also  will  supervise 
sales.  Excellent  salary  and  benefits  are  of¬ 
fered.  Generous  bonus  for  profit  perfor¬ 
mance.  Chance  to  earn  equity.  Friendly 
hometown  living,  good  neighbors,  excellent 
schools,  community  pride,  virtually  no  com¬ 
muting  time.  Access  to  larger  cities.  We 
want  someone  with  proven  record  of  success 
in  media  sales/marketing  who  will 
grow  the  publication  with  their  ability  and 
ideas.  Send  letter  and  resume  to  Box 
3122,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


ADVERTISING 


i  ADVERTISING  SALES  MANAGER 
5,000  circ.  Nebraska  daily  seeks  experi- 
i  enced  manager  or  top  sales  producer  to 
1  lead  our  display  and  classified  team.  Good 
[  salary  and  bonus  plan.  Resumes  to:  Ad 
I  Manager,  P.O.  Box  279,  York,  NE  68467. 

:  ACCOUNT  EXECUTIVE 

I  Media  Marketing,  developers  of  industry 
j  leading  imMEDIAte  sales  presentation  soft- 
I  ware,  seeks  sales  professionals  for  our 
!  east  and  west  coast  territories.  Media  sales 
experience,  excellent  presentation  skills, 

I  proficiency  with  major  software  programs 
required.  Contact:  Allyn  Hallisey,  email  at 
Jobs@immediatesfa.com.  Check  out  our 
website  for  more  info  at: 

;  www.immediatesfa.com 

I  Media  Marketing  is  an  EOE 


ADVERTISING  DIRECTOR  for  small  upstate 
NY  weekly  newspaper  group  located  at  the 
foothills  of  the  Adirondacks  and  Vermont 
border.  We  publish  six  weeklies  with  a  three 
!  person  sales  staff  and  are  looking  for  a 
!  team  player  to  lead  our  Manchester  News- 
I  papers  sales  team.  Enjoy  the  benefits  of 
I  small  town  living.  Send  cover  letter,  resume 
and  salary  history  to: 

E-mail:  Publisherl@adelphia.net 


CLASSIFIED  AD  DIRECTOR 
:  For  daily  newspapers.  Manage  outbound 
and  inbound  activi^.  Excellent  people  skills, 
creativity,  marketing  and  proven  manage¬ 
ment  experience  required.  Direct  sales 
groups,  implement  training  and  motivational 
programs,  revenue  and  financial  forecasting 
to  meet  goals.  Salary,  benefits,  commission 
and  bonus  tied  to  goals.  Benefits,  EOE.  If 
I  you’re  an  enthusiastic  leader  who  can  ener¬ 
gize  our  sales  team  fax  resume  to: 

HR  (305)  347-6630 


MEDIA  SALES  DIRECTOR:  AL.COM 
This  is  a  senior  position  located  in  the  Bir¬ 
mingham  office  reporting  to  the  CEO.  Re¬ 
sponsible  for  company  revenue  generation 
through  local  advertising  sales  and  motiva¬ 
tional  management  of  the  sales  team.  Re¬ 
quired  experience  includes  progressive  ad- 
I  vancement  in  local  media  sales  and  a  proven 
sales  track  record,  B.S.  in  Advertising, 
Marketing  or  related.  Must  possess  excep- 
I  tional  management,  leadership,  communi- 
I  cation  and  teamwork  skills.  Desire  to  work 
in  a  results-driven  organization  with  a  wide 
I  range  of  industries  is  required.  Please  for- 
i  ward  your  resume  to:  (205)  322.5357  or 
to:  iObs@al.com 

NOVEMBER  11,  2002 


ADVERTISING 


I  ADVERTISING  SALES  MANAGER 
:  The  Virginian-Pilot,  a  Landmark  Communica- 
I  tions  (landmarkcom.com)  newspaper,  is 
j  seeking  an  Advertising  Sales  Manager  to 
'  lead  one  of  their  local  retail  advertising 
'  teams.  The  Virginian-Pilot  serves  the  Nor 
j  folkAirginia  Beach  MSA  and  is  the  40th 
largest  market  in  the  country.  This  Advertis- 
j  ing  Sales  Manager  will  lead  a  team  of  5 
I  sales  executives  in  one  of  Virginia’s  most  vi- 
!  brant  retail  markets. 

\  We  are  seeking  a  results  driven,  customer 
^  focused,  hands-on  leader.  After  a  successful 
tenure  in  this  position,  a  number  of  desirable 
;  advancement  opportunities  would  be 
available. 

I  To  qualify  for  this  position,  candidates  must 
I  have  sales  management  experience,  a 
I  track  record  of  consistently  exceeding 
j  goals,  demonstrated  success  in  developing 
I  and  implementing  strategic  sales  initiatives, 
I  and  a  strong  commitment  to  coaching, 
mentoring  and  developing  sales  people. 
This  position  reports  to  the  Local  Retail  Ad¬ 
vertising  Manager. 

Send  cover  letter,  resume  and  confidential 
salary  history  to  Sales  Manager  Position, 
c/o  Bob  Morgan,  The  Virginian-Pilot,  150  W. 
Brambleton  Avenue,  Norfolk,  VA  23510. 

Or  E-mail:  bmorgan@pilotonline.com 


CLASSIFIED  ADVERTISING  DIRECTOR 
The  Journal  News,  one  of  Gannetfs  leading 
metro  papers,  located  in  Westchester,  New 
York,  with  a  Sunday  circulation  of  169,000 
has  an  immediate  opening  for  a  Classified 
Advertising  Director.  This  sales  and  market¬ 
ing  driven  individual  will  lead  our 
automotive,  employment,  real  estate  and 
call  center  operations;  and  will  oversee  the 
sales  of  special  sections.  The  successful 
candidate  for  this  hands-on  position  should 
have  seven  plus  years  of  newspaper  ad¬ 
vertising  sales  management  experience,  a 
record  of  meeting/exceeding  revenue 
goals,  and  will  be  a  proven  moti¬ 
vator/consensus  builder  of  successful  sales 
professionals.  The  manager  that  we  are 
seeking  must  be  an  excellent  communicator 
with  strong  leadership  and  management 
skills. 

Gannett  offers  an  excellent  compensation 
and  benefits  package,  including  medical, 
dental,  life  insurance,  retirement,  401  (k) 
and  great  growth  opportunities.  We  welcome 
diversity  and  maintain  a  safe  drug 
free  work  place.  Pre-employment  drug  testing 
IS  required. 

Interested  applicants  should  forward  their 
resume  and  cover  letter,  along  with  salary 
history  to: 

Human  Resources,  The  Journal  News 
1  Gannett  Drive,  White  Plains,  NY  10604 

E-mail:  Iharley^estches. gannett.com 


ADVERTISERS 

For  Spoce/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 

EDITOR  &  PUBLISHER  CLASSIFIEDS  27 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


www.editorandpublisher.com 


Phone:  1-888-825-9149  ~  CLASSIFIED  ADVERTISING  -  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLlSHER.COM 


-HELP  WANTED- 


ADVERTISING 


GROWING  mid-size  community  daily  in  Zone  i 
3  is  seeking  an  energetic,  driven  sales  pro-  i 
fessional  to  lead  our  sales  team  and  maxim-  i 
ize  new  and  existing  revenue  opportunities.  | 
The  successful  candidate  must  be  a  1 
hands-on,  goal  oriented  Manager  with  a  i 
proven  track  record  in  dynamic  sales  j 
growth  and  new  product  development  sue-  ! 
cess.  Must  have  excellent  people  skills  and  ! 
the  ability  to  develop  and  mentor  ' 

associates.  A  strong  background  in  consult-  ! 
ative  selling/multi-platform  packaging  is  re-  I 
quired.  The  ideal  person  will  possess  a  ! 
Bachelor’s  degree  or  equivalent  knowledge  | 
acquired  through  experience  as  well  as  5  | 
years  media  sales  management  experience. 
Our  company  offers  a  competitive  compen¬ 
sation  package  and  benefits  that  include 
health,  dental,  life,  401(k)  and  tuition  reim¬ 
bursement,  in  addition  to  outstanding  op¬ 
portunities  for  advancement.  Respond  to: 

Box  3127,  Editor  &  Publisher  Classified  I 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


RETAIL  ADVERTISING  MANAGER 
&  CLASSIFIED  ADVERTISING  MANAGER 
Immediate  openings  for  experienced  and 
enthusiastic  sales  professionals  to  manage 
our  retail  and  classified  ad  departments. 
Our  daily  newspaper  is  part  of  a  growing 
newspaper  network  that  reaches  nearly  3.8 
million  readers  within  the  affluent  Philadelphia 
suburbs.  This  is  a  great  opportunity  to 
join  an  industry  leading  NYSE  company  that 
continues  to  grow  and  promote  individuals 
that  demonstrate  their  ability  to  succeed. 
We  offer  an  excellent,  competitive  com¬ 
pensation  package  and  benefits.  Please  for¬ 
ward  your  resume  with  salary  requirements 
to  Advertising  Director,  The  Times  Flerald, 
410  Markley  Street,  Norristown,  PA  19401 
or  Fax  to:  (610)  272-9515. 

Or  E-mail:  acorum@timesherald.com 

SALES  MANAGER 

Must  have  a  proven  track  record  in  a  com¬ 
petitive  market.  You’ll  need  newspaper 
sales  management  experience  to  coach 
outside  sales  staff  both  retail  and 
classified;  develop  and  execute  sales  strat¬ 
egies,  budgets  and  promotions;  train,  moti¬ 
vate  and  develop  sales  staff.  The  Flerald  & 
Review  is  a  daily  newspaper  in  Decatur  Illinois 
owned  by  Lee  Enterprises.  If  you  possess  a 
sense  of  urgency,  know  how  to  generate  re¬ 
sults,  and  have  the  desire  to  coach 
a  great  team-this  is  the  perfect  opportunity 
for  you!  Salary  plus  generous  bonus  oppor¬ 
tunities  for  success,  excellent  benefits. 
Please  send  resume  to: 
tkuhle@herald-review.com  or  Terri  Kuhle, 
Fluman  Resources  Manager,  Flerald  & 
Review,  P.O.  Box  311  Decatur,  IL  62525. 

Pre-employment  drug  testing/Equal 
Opportunity  Employer 


CIRCULATION 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


CIRCULATION  DIRECTOR  1 

The  Burlington  Free  Press  has  an 
immediate  opening  for  a  Circulation  | 
Director.  The  Circulation  Director  is  respon-  : 
sible  for  the  preparation  and  i 
implementation  of  sales  strategies  to 
achieve  circulation  and  revenue  growth.  The 
Circulation  Director  supervises  staff,  coach¬ 
ing  them  and  giving  feedback  on  job  perfor¬ 
mances  as  needed.  The  Circulation  Director  i 
tracks  sales  performance,  devises  strategies  j 
to  meet  sales  goals,  champions  customer  ! 
service  performance,  manages  distribution  j 
systems  and  develops  supporting  information  [ 
systems.  Circulation:  49,561 

daily;  59,794  -  Sunday.  j 

QUALIFICATIONS:  I 

The  Circulation  Director  must  have  strong  i 
leadership  abilities  and  excellent  strategic 
planning,  analytical  and  sales,  communica¬ 
tion,  staff  and  service  management  skills. 
Solid  computer  expertise  in  Genesys  and 
desktop  applications.  Sales  and  Marketing  | 
experience  and  a  Bachelor’s  degree  pre-  i 
ferred,  plus  a  minimum  of  three  to  five  i 
years’  circulation  management  experience.  j 
For  further  information,  contact: 

James  M.  Carey,  Publisher 
The  Burlington  Free  Press 
191  College  Street,  P.O.  Box  10 
Burlington,  VT  05402-0010  | 

Phone:  (802)  66ai800  ' 

Fax:  (802)  862-7406 
E-mail:  )carey@burlingt.gannett.com 


RETAIL  MARKETING  OPERATIONS 
MANAGER 

St.  Petersburg  Times,  Florida’s  largest  cir-  j 
culated  newspaper,  is  seeking  a  proven  Op-  | 
erations  Manager  to  lead  the  operational  | 
side  of  our  single  copy  circulation.  The  se-  j 
lected  candidate  will  be  responsible  for  at-  ’ 
taining  all  sales  and  operational  goals,  facili-  | 
tate  the  marketing  and  distribution  of  all  sin¬ 
gle  copy  circulation,  and  collection  of  reve¬ 
nues  from  retailers  and  newsracks.  Key 
project  work  as  it  pertains  to  distribution 
will  also  be  a  portion  of  the  assignment. 
The  ideal  candidate  will  possess  exceptional  . 
leadership,  motivation,  coaching,  \ 
analytic,  and  communication  skills  while  ; 
demonstrating  high  energy,  resourceful-  i 
ness,  and  initiative.  Compensation  package 
commensurate  with  experience.  Excellent 
benefits  package.  Interested  candidates 
may  apply  with  cover  letter  and  resume  to: 

St.  Petersburg  Times,  Brad  Dinkmeyer 
P.O.  Box  1121,  St.  Petersburg,  FL  33731 
Fax:  (727)  893-8105 
E-mail:  resumes@sptimes.com 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.91  49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 


CIRCULATION 


HOME  DELIVERY  MANAGER  ! 

The  Sun,  a  30,000-r  Scripps  Howard  daily  j 
in  the  beautiful  Pacific  Northwest  is  looking 
for  a  dynamic  individual  to  head  up  the  I 
home  delivery  operations.  This  is  a  top  po-  i 
sition  in  the  30-member  circulation  depart¬ 
ment  with  150-r  contractors.  An  ideal  candi¬ 
date  would  be  a  current  circulation  #1  or 
#2  at  a  smaller  paper  or  a  star  district  man-  | 
ager  with  a  proven  track  record.  If  you  have  j 
an  absolute  commitment  to  customer  serv-  j 
ice,  the  ability  to  work  in  a  team  j 
atmosphere  and  strong  sales  background,  j 
we  want  to  talk  to  you.  For  consideration,  j 
please  mail,  FAX  or  E-mail  your  resume  to: 
Sun  HR-HDM,  The  Sun,  P.O.  Box  259,  Brem-  j 
erton,  WA  98337.  sunhr@thesunlink.com 
The  Sun  is  an  Equal  Opportunity  and 
Drug-Free  Employer 


EDITORIAL 


ALASKAN  WEEKLY  seeks  experienced  re¬ 
porter  to  cover  upscale  fishing  community 
and  tourist  destination  in  Petersburg. 

Reply  to:  captainron389@yahoo.com 


BUSINESS  REPORTER  j 

The  Augusta  Chronicle  is  seeking  a  ! 
business  reporter  anxious  to  cover  a  wide 
variety  of  industries  in  Georgia’s  second-  | 
largest  city,  located  between  Atlanta  and  | 
Columbia,  SC.  For  writers  seriously  inter¬ 
ested  in  business  this  is  an  opportunity  to 
gain  valuable  experience  covering  everything  j 
from  old-line  manufacturing  to  the  j 
city’s  burgeoning  biotech  sector.  The  ideal  i 
candidate  will  have  previous  business  I 
writing  and/or  internship  experience.  The  i 
Chronicle  is  an  award-winning  mid-size  ■ 
metro  daily  newspaper  owned  by  Morris  | 
Communications  and  offers  competitive  I 
benefits  and  salary.  Send  cover  letter, 
resume  and  samples  of  your  best  work  to: 

Damon  Cline,  Business  Editor  j 

The  Augusta  Chronicle  i 

P.O.  Box  1928,  Augusta,  GA  30903  | 


COMMUNICATIONS  DIRECTOR  i 
Texas  association  for  prosecutors  seeking 
person  primarily  responsible  for  bi-monthly 
magazine  editing  and  production,  plus  pro¬ 
ducing  brochures  for  training  and  publica¬ 
tions.  Must  have  at  least  three  years'  ex¬ 
perience  in  editing  and  production  of  publi-  j 
cations.  PageMaker  or  (juarkXPress  experi-  I 
ence  required.  For  more  information,  see  : 
job  posting  at  www.tdcaa.com. 

Send  resume  to:  Diane  Beckham 
beckham@tdcaa.com  by  Nov.  25,  2002 


PUBLICATIONS  AND  RESEARCH  MANGER  to 
oversee  the  production  of  all  marketing 
publications  for  the  Aspen  Music  Festival,  a  1 
classical  music  festival.  Requires:  5  years  j 
work  experience,  writing/project  manage-  , 
ment  skills,  interest  in  classical  music,  mar-  j 
keting  mind-set.  Send  letter  and  resume  to: 
laura@aspenmusic.org 


EDITORIAL 


COPY  EDITOR 

The  Press-Enterprise,  the  fastest-growing 
newspaper  in  California  with  a  daily  circulation 
of  185,000,  is  looking  for  outstanding 
wordsmiths.  If  you  are  a  jack  of  all  trades, 
this  job  is  not  for  you.  But  if  you  are  excep¬ 
tional  with  words  and  can  find  holes  in  stories, 
spot  fairness  issues  and  are  a  grammar  ex¬ 
pert,  you  are  exactly  what  we  need. 
Three  or  more  years  on  a  daily  newspaper 
copy  desk  are  required. 

The  Press-Enterprise  is  located  in 
affordable  Inland  Socal  is  an  hour  or  less 
from  most  major  Socal  attractions.  Send  re¬ 
sume  and  portfolio  to  Ray  Griffith,  Training 
Editor,  The  Press-Enterprise,  3512  14th 
Street,  Riverside,  CA  92501. 

EDITOR 
BUREAU  CHIEF 

Dow  Jones  Newswires  is  seeking  a  Houston 
Bureau  Chief  with  strong  writing  and  reporting 
talents  to  lead  a  small  office  in 
breaking  financial  news,  primarily  in  the 
area  of  energy.  The  bureau  chief  would 
manage  a  staff  of  three  and  work  closely 
with  Energy  Service  headquarters  in  New 
Jersey.  Print  reporting  and  several  years 
management  experience  essential.  Energy 
background  helpful  but  not  necessary. 

Please  submit  your  resume  and  3  clips,  in 
confidence  to: 

Michael  Kiley,  Dow  Jones  Newswires 
E-mail:  kiley2@dowjones.com 

Fax:  (201)9384466 
Dow  Jones  &  Company  is  an 
Equal  Opportunity  Employer  AV  F/M/D/V 

EDITORIAL  DIRECTOR 

National  non-profit  organization  seeks  to 
hire  an  Editorial  Director.  Candidate  will 
oversee  editing,  composition  and 
production  of  internal  and  external  commu¬ 
nications  media.  Candidates  must  have  es¬ 
tablished  credentials  as  a  writer  and  editor 
in  major  outdoor  publications  and/or  corpo¬ 
rate  communications  at  an  organization  in 
the  firearms  or  outdoor  recreation  industry. 
Familiarity  with  firearms,  hunting,  sport 
shooting,  firearm  safety,  advertising,  and 
journalism.  Send  resume  and  cover  letter  to 
HR  Director,  NSSF,  11  Mile  Hill  Road,  New¬ 
town,  CT  06470,  Fax:  (203)  426-1087, 
E-mail:  dkenney@nssf.org.  Visit  our  website 
at:  www.nssf.org.  No  phone  calls,  please. 

METRO  COLUMNliT 

The  Denver  Post  seeks  a  metro  columnist 
with  broad  interests  and  a  populist  voice. 
The  ideal  candidate  has  a  minimum  of  five 
years  reporting  experience  at  a 
metropolitan  daily  newspaper  and  some  col¬ 
umn  writing  experience.  Candidates  must 
be  able  to  demonstrate  strong  reporting 
skills  and  offer  substantive  insights  on 
news,  issues,  and  community  life.  Spanish 
language  skills  a  big  plus.  Please  send  cover 
letter,  resume  and  work  samples  to  The 
Denver  Post,  Carla  Kimbrough-Robinson, 
Associate  Editor/  Staff  Development,  1560 
Broadway,  Denver,  CO  80202. 

Deadline:  Nov.  28th. 

No  phone  calls  or  E-mails,  please. 


It’s  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 
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EDITORIAL 


EDITORIAL  PAGE  EDITOR  for  40,000  circu¬ 
lation  daily  in  South  Texas.  Family-owned 
and  committed  to  high  journalistic 
standards.  Reports  to  publisher.  Broad  jour¬ 
nalistic  background  and  superior  writing 
abilities.  Other  desirable  attributes  include; 
Being  well  read.  Interested  in  and  having 
knowledge  of  local,  regional,  national  and 
international  issues.  Having  the  ability  to 
identify  and  address  political,  social  and 
economic  issues.  Having  own  opinions  but 
with  the  ability  to  write  convincing  opinions 
without  personal  support.  Having  an  open 
and  fair  mind.  Having  good  people  skills. 
Duties  of  the  position  include:  Coordinating 
columns,  cartoons,  letters  and  editorials  for 
Opinion  Page.  Researching,  proposing,  writ¬ 
ing  or  supervising  all  local  editorials.  Main¬ 
taining  files  to  assist  in  development  of  con¬ 
sistent  editorial  positions  according  to  own- 
ers'/institutional  philosophy.  Visit  our  web 
site:http://viww.  victoriaadvocate.com 
Send  resume  detailing  experience  and  quali¬ 
fications  along  with  writing  samples  to  Human 
Resources,  P.O.  Box  1518,  Victoria, 
TX  77902.  Fax  to  361-574-1202  or  E-mail 
to:  pswan@vicad.com 


FOOD/RESTAURANT  COLUMNISTS 
New  Times  is  looking  for  additional  food 
columnists  for  its  award-winning  weekly 
newspapers.  You  must  be  passionate  about 
food,  knowledgeable  about  the  restaurant 
business  and  able  to  produce  stylish,  opin¬ 
ionated  columns.  Position  may  be  fulltime 
depending  on  writing/editing  experience 
and  willingness  to  relocate. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news,  politics, 
arts  and  music  -  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis,  Kansas  City 
and  Oakland.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips  to  the 
address  below.  BE  VERY  SPECIFIC  ABOUT 
WHICH  NEW  TIMES  CITIES  APPEAL  TO  YOU. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 
No  phone  calls  or  E-mails,  please. 


MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Ft.  Lauderdale,  Kansas  City, 
and  Phoenix.  We're  searching  for 
candidates  who  have  a  fine  touch  with  copy, 
a  firm  grasp  of  magazine-style  journalism, 
and  the  confidence  to  work  comfortably 
with  a  staff  of  award-winning  journalists.  Ap¬ 
plicants  must  have  excellent  news  judgment 
and  solid  management  skills.  The  managing 
editor  will  supervise  the  day-today  operations 
of  the  editorial  department  and  help 
staff  writers  produce  quality  news  and  feature 
stories.  Exceptional  writing  and  editing 
skills  are  essential;  the  interview  process 
will  include  an  extensive  editing  test.  New 
Times  offers  competitive  salaries  and  bene¬ 
fits.  Qualified  candidates  should  send  a  cover 
letter,  a  resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 


EDITORIAL 


i  OPPORTUNITY  KNOCKS! 

I  The  News  &  Observer  has  THREE  openings 
on  its  award-winning  features  staff.  We’re 
j  looking  for: 

I  •LIFESTYLE  EDITOR  with  imagination,  am- 
I  bition  and  experience  at  coaching  a  staff 
I  of  gifted  storytellers. 

;  •LIFESTYLE/FASHION  REPORTER  who 
I  wants  to  write  about  what  people  do 
I  wear,  not  what  they  should  wear,  and 
I  who  can  show  readers  how  fashion  and 
I  pop  culture  affect  our  lives. 

:  ‘ARTS  REPORTER  with  interests  that  em¬ 
brace  popular  forms  as  well  as  fine  arts 
and  the  ability  to  report  news,  craft  au¬ 
thoritative  takeouts  and  produce  brilliant 
profiles. 

The  News  &  Observer  values  serious  enter¬ 
prise  reporting  and  great  storytelling  in 
both  news  and  features.  We’re  not  about 
I  puff;  we  believe  that  great  stories  require 
I  deep  reporting,  not  just  dazzling  writing. 

1  We’re  a  McClatchy-owned,  170,000  daily 
!  circulation  regional  paper  in  North 
'  Carolina’s  beautiful  Raleigh-Durham  region. 
We  value  diversity;  Spanish  speakers  and 
journalists  of  color  are  encouraged  to 
apply. 

If  you’re  serious  about  your  craft,  have  at 
least  four  years  of  daily  newspaper  experi¬ 
ence  and  want  to  do  features  journalism 
with  impact,  introduce  yourself  with  a  cover 
letter,  resume  that  includes  references  and 
samples  of  your  best  work  6  10  clips  and 
5  story  ideas. 

Send  them  to: 

Melanie  A.  Sill,  Executive  Editor 
i  The  News  &  Observer 

215  S.  McDowell  Street 
Raleigh,  NC  27601 


I  REGIONAL  ECONOMY  REPORTER 
i  One  of  the  biggest  issues  facing  the  state 
i  of  Montana  is  economic  development.  In  a 
joint  effort,  five  daily  newspapers  seek  a  re¬ 
porter  with  the  education,  experience  and 
talent  to  bring  a  state-economy  beat  to  life, 

I  producing  enterprising  stories  and  columns 
that  engage  readers  and  educate  leaders, 
i  We  need  a  storyteller,  someone  who  can 
!  spot  and  analyze  trends  and  share  that 
'  knowledge  in  a  way  that  readers 
understand.  We  need  a  reporter  who  knows 
the  history  and  promise  of  business,  and 
how  various  states  and  communities  have 
dealt  with  the  ups  and  downs  of  economic 
development.  We  need  a  journalist  who  can 
be  a  catalyst  to  fuel  thorough  discussion  of 
the  state’s  economic  future.  This  reporter 
will  be  based  in  Helena,  the  state  capital, 
j  and  provide  coverage  for  The  Billings  Ga- 
1  zette.  The  Missoulian,  Helena  Independent 
:  Record,  The  (Butte)  Montana  Standard  and 
i  Ravalli  Republic,  all  members  of  Lee  Enter- 
!  prises  newspaper  family.  Travel  throughout 
'  the  region  will  be  essential  to  provide  com¬ 
prehensive  look  at  economic  development 
issues  in  several  communities.  A  competitive 
salary  and  benefits  package  await  the 
successful  applicant.  Interested  applicants 
should  submit  their  resume,  non-returnable 
!  clips  and  cover  letter  to  Lee  Enterprises, 
i  c/o  Helena  Independent  Record,  Human  Re- 
j  sources,  P.O.  Box  4249,  Helena,  MT 
59604.  Fax:  (406)  4474092,  E-mail: 
peggy_tobin@lee.net 


EDITORIAL 


REPORTERS  (2) 

The  Town  Talk,  a  40,000  Gannett  daily  in 
central  Louisiana  seeks  two  talented  report¬ 
ers  with  5-8  years  experience.  Primary  as¬ 
signment  will  be:  (1)  courts  and  legal  issues 
i  and  (2)  municipal  government.  Degree  in 
■  Journalism  or  English  required.  Please  send 
resume  and  work  samples  to  Joy  Williford, 
The  Town  Talk,  P.O.  Box  7558,  Alexandria, 
:  LA  71306  or  E-mail  to: 

personnel@thetowntalk.com 


SPORTS  EDITOR:  35,000  daily  newspaper 
is  looking  for  a  full-time  sports  editor.  Re¬ 
sponsibilities  include  managing  sports  staff 
as  well  as  providing  readers  regional  and 
national  sports  information.  BA  in 
journalism,  English,  political  science  or  his¬ 
tory  or  equivalent  work  experience  in  the 
field  of  print  journalism,  along  with  five 
years  experience  as  a  sports  writer  for  a 
daily  newspaper.  Send  cover  letter  and  re¬ 
sume  to:Southern  Illinoisan,  710  N.  Illinois 
Ave.Carbondale,  IL  62901.  Pre-employment 
drug  screening  is  required.  EOE  M/F 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  papers  in  Houston,  Phoenix  and 
Oakland.  We’re  looking  for  journalists  who 
understand  the  difference  between  maga¬ 
zine-style  reporting  and  the  hurried  fact-find¬ 
ing  of  daily  papers.  The  ideal  candidates 
will  have  a  solid  background  in  news  and  be 
able  to  create  in-depth,  well-crafted  stories 
based  on  solid  reporting  that  explore  the 
issues,  events  and  personalities  of  their 
community.  Phoenix  applicants  should  have 
at  least  five  years  experience;  the  Oakland 
position  is  entry-level.  New  Times  publishes 
magazine-style  weekly  newspapers 
covering  local  news,  politics,  arts  and 
music  in  Phoenix,  Denver,  Miami,  Dallas, 
Houston,  San  Francisco,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


URBAN  AFFAIRS  REPORTER 
:  The  Observer-Dispatch,  a  46,000-circulation 
Gannett  Co.  Inc.  daily  located  in  the  Mohawk 
Valley  of  Upstate  New  York,  is  looking 
for  an  experienced  city  reporter  capable  of 
building  on  our  award-winning  record  of  cov¬ 
ering  Utica  city  government  and  issues,  in¬ 
cluding  questionable  spending  of  federal 
money  by  nonprofit  agencies.  Candidates 
should  have  at  least  two  years  of  reporting 
or  editing  experience  involving  watchdog- 
type  coverage  and  should  possess  a  working 
knowledge  of  Freedom  of  Information 
Law  and  computer-assisted  reporting.  Apply 
to  Editor  John  Dye,  Observer-Dispatch,  221 
Oriskany  Plaza,  Utica,  NY  13501;  please 
send  cover  letter,  resume,  clips  and  refer¬ 
ences.  The  Observer-Dispatch  is  an  Equal 
Opportunity  Employer. 


FINANCE 


FINANCE  DIRECTOR 

We  are  seeking  a  Finance  Director  to  perform 
and  direct  financial  analyses,  prepare 
and  monitor  budgets,  conduct  cost 
analysis,  and  accumulate  financial  informa¬ 
tion  and  project  it  in  the  future  for  strategic 
planning.  The  executive  will  also  prepare 
monthly,  quarterly,  and  annual  reports  and 
Will  ensure  accurate  and  timely  financial  re¬ 
porting  to  the  publisher. 

The  executive  will  direct  a  staff  of  accounting 
personnel  including  accounts  payable, 
payroll,  credit  and  collection,  billing  and  will 
be  responsible  for  training  and  on-going  de¬ 
velopment  of  the  entire  accounting  team. 

As  the  position  is  central  to  the  paper’s 
strategic,  financial  and  operational  welfare, 
the  candidate  must  have  a  solid  financial 
background.  Excellent  oral  and  written 
communication  skills  required  along  with 
the  ability  to  handle  multiple  tasks.  Please 
submit  resumes  and  salary  to: 

louise.kopitch@sbsun.com 
OR  mail  to: 

The  Sun  Newspaper 
Human  Resources  Department 
399  North  D  Street 
San  Bernardino,  CA  92401 
An  Equal  Opportunity  Employer 
Drug-Free  Work  Environment 


HUMAN  RESOURCES 


VICE  PRESIDENT 

DIRECTOR  OF  HUMAN  RESOURCES 
The  Eagle-Tribune  Publishing  Company  is  a 
fast-growing,  privately  held  company 
seeking  an  innovative,  seasoned  professional 
with  strong  management  skills  to  provide 
strategic  direction  for  the  Human 
Resources  Department. 

As  part  of  our  senior  management  team, 
you  will  be  responsible  for  managing  all  as¬ 
pects  of  Human  Resources,  including  com¬ 
pensation,  benefits,  employee  relations, 
HRMS,  recruitment  and  retention,  organiza¬ 
tional  development,  and  integrating  HR  into 
key  business  operations. 

Seven  to  Ten  years  HR  management  experi¬ 
ence  IS  required.  Bachelor’s  degree  in  Human 
Resources  Management  or  related 
field  required.  Master’s  degree  in  Human 
Resources  Management  or  equivalent 
education  and  experience  preferred. 

For  confidential  consideration,  please  forward 
a  cover  letter,  with  salary  requirements,  and 
resume  to: 

Richard  M.  Franks,  Chief  Operating  Officer 
Eagle-Tribune  Publishing  Company 
100  Turnpike  Street 
North  Andover,  MA  01845 
Rfranks@eagletribune.com 
Fax  (978)  689-3841 
No  phone  calls,  please 
We  are  an  equal  opportunity  employer 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


www.editorandpublisher.com 
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-HELP  WANTED- 


MAILROOM 


MAILROOM  MANAGER 

108  year-old  family  newspaper  seeks  expe¬ 
rienced  Mailroom  Manager  for  22,000  cir¬ 
culation  daily  with  some  commercial 
printing.  Muller  Martini/Quipp  distribution 
equipment.  We  offer  competitive  salary  and 
benefits  package.  Contact: 

Kyle  Osteen  kosteen@theitem.com 
(803)  774-1254  Fax  (803)  774-1210 

PRODUCTION  &  DISTRIBUTION 
THE  COMMERCIAL  APPEAL,  the  number  one 
source  of  information  for  and  about  the 
Mid-South,  is  looking  for  the  right  individual 
to  join  the  management  team  of  our  news¬ 
paper  Production  and  Distribution  Depart¬ 
ment.  As  an  Assistant  Manager,  this  re- 
sults-oriented  person  will  use  their  experi¬ 
ence,  skill,  knowledge,  and  creative  prob¬ 
lem-solving  talents  to  help  program,  sched¬ 
ule,  administer,  and  supervise  operations  in 
packaging  and  distributing  a  quality  product 
to  our  customers.  The  right  person  should 
be  able  to  develop  new  ideas,  and  have  sig¬ 
nificant  experience  in  mid  to  large  size 
packaging  and  distribution  operations  or 
the  equivalent.  Knowledge  of  inserting, 
packaging,  and  conveying  equipment;  ex¬ 
cellent  communications  and  interpersonal 
skills;  and  facility  with  computer  zoning  and 
distribution  software  make  up  the  balance 
of  skills  needed  for  the  right  candidate.  As 
a  leading  property  in  the  E.W.  Scripps 
media  group,  we  offer  very  competitive 
compensation,  benefits,  and  work 
conditions.  Please  send  detailed  resume  to: 
Employment  Coordinator  Charlotte  Cranford 
THE  COMMERCIAL  APPEAL 
495  Union  Avenue,  Memphis,  TN  38103 
E-mail:  hr@gomemphis.com 
Fax:  (901)529-2618 

MARKET  RESEARCH 

NATIONAL  SALES  AND 
MARKETING  DIRECTOR 
Highly-respected  independent  newspaper 
company  with  20,000,  7-day  circulation  and 
60,000-1-  TMC  operation,  and  weeklies  and 
strong  niche  products,  in  Midwest  seeks 
leader  of  staff  of  10  sales  reps  in  three  de¬ 
partments.  Position  also  includes  total  com¬ 
pany  marketing  responsibilities.  Strong  can¬ 
didates  will  have  minimum  of  3  years  expe¬ 
rience  with  national  and  major  accounts. 
Newspaper  management  and  P&L  experi¬ 
ence  a  must.  You  will  have  the  advantage  of 
working  with  an  independent  newspaper 
family  experiencing  both  advertising  and  cir¬ 
culation  growth  through  investing  in  quality 
improvements,  new  products  and  acquisi¬ 
tions.  Total  salary  package  opportunity  up 
to  S80,000  per  year  based  on  experience 
and  results.  Send  resume  in  complete  confi¬ 
dence  to  Box  3137,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor,  New 
York,  NY  10003. 


Your  communication  linlt  to  tlie 
newspaper  industry  every  weel< 
since  I8H4. 


PUBLIC  RELATIONS 

PUBLIC  RELATIONS  DIRECTOR 
A  Gannett  newspaper  and  number  one  in 
circulation  in  Westchester,  Rockland  and 
Putnam  counties.  The  Journal  News  wants 
to  hear  from  you  if  you  are  a  Public  Relations 
professional  with  7-r  years  experience 
and  solid  connections  in  our  region.  Contact 
us  if  you  have  successfully  directed  at  a 
strategic  level  and  have  rolled  up  your 
sleeves  to  ensure  proper  execution  of  your 
vision.  Your  communications  skills  must  be 
superb,  both  oral  and  written. 

PR  Director  at  The  Journal  News  is  the  key 
public  and  business  liaison  responsible  for 
developing  and  directing  PR  strategy,  in¬ 
volvement  in  community  events,  and  media 
relations  consistent  with  our  mission.  We 
work  hard  toward  daily  credibility,  integrity 
and  the  protection  of  the  First  Amendment. 
We  make  a  difference  in  the  lives  of  our 
readers,  advertisers  and  communities. 

The  Journal  News  prides  itself  on  being  a 
safe,  drug-free,  equal  opportunity 
workplace.  To  apply.  Fax  (914)  696-8174, 
attn:  PR  Search  or  forward  cover  letter  and 
resume  to: 

The  Journal  News 
Human  Resources  Recruitment 
One  Gannett  Drive 
White  Plains,  NY  10604 


-POSITIONS  WANTED- 


ADMINISTRATIVE 

SALES  DIRECTOR/PUBLISHER/GENERAL 
MANAGER:  Sales  Team  falling  asleep?  Let 
me  help  put  the  fire  back.  Seasoned  sales 
executive  with  over  22  years  publishing  ex¬ 
perience.  Call  (954)  452-3371  or  E-mail 
sunpub@bellsouth.net  for  FREE  Brochure. 

_ CIRCULATION _ 

CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribution  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 

_ EPnORIAL _ 

CONCEPTUAL  THINKER 
SEEKS  NEW  CHALLENGE 
I'm  a  tenacious  reporter,  and  a  creative 
thinker  who  enjoys  the  fine  art  of  writing. 
I’ve  been  commended  many  times  for  my 
sound  news  judgment,  my  dogged  pursuit 
of  significant  stories,  my  readiness  to  shift 
gears  quickly  to  handle  major  breaking 
news,  my  collegial  approach,  and  my  excel¬ 
lent  rapport  with  the  public. 

I  have  a  keen  interest  in  media  leadership. 

My  reporting  experience  includes  more  than 
a  decade  at  NYTRNG's  Sarasota 
newspaper,  several  years  at  large  Gannett 
dailies  in  New  York  and  Florida,  and  several 
months  as  an  AP  newswoman  in  Atlanta. 

I'm  especially  interested  in  investigative  re-  i 
porting,  assignment  editing,  strategic  plan-  i 
ning,  and  corporate  leadership  training.  J 
Please  view  my  resume  at: 
http://hometown.aol.com/patriciawalshl3/  [ 
resume.html  I 


'Visit  our  website 

www.editorondpublislier.conn 


-POSITIONS  WANTED- 


EDITORIAL 


TALENTED  10-year  reporting  pro  wants  to 
recharge  his  batteries.  If  you  want  a  hard¬ 
working  generalist  who  writes  lots  of  solid 
copy,  let's  talk.  Call  or  E-mail  Brad  Buck: 

(352)  475-3249 
bradbuck853@hotmail.com 


EDITOR  &  PUBLISHER 
CLASSIEIED  RATES 


HELP  WANTED 

Line  rates:  $13.25  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
j  $144.00  per  col.  inch,  per  week 
I  one-inch  minimum 

i  half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 
line  rates:  12.10  per  line,  per  week 
three  line  minimum 
Black  and  white  dispiay  ads 
$144.00  per  col.  inch,  per  week 
one-inch  minimum 
I  half-inch  increments 

ALL  CATEGORIES 
I  Red  display  ads:  $61 .00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
!  boxes:  $25.00  per  insertion;  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples. 

'  DEADLINE: 

Tuesday  prior  to  monday  issue  date 


CALL  MICHELE  GOLDEN  AT 
(646)  654-5304 


TOLL  FREE:  888  825-9149 

HAZEL  PREUSS 
(HW-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON 
( HW  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 
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ON  THE  LINE 


THE  WEB'S  HEW  MATH 

Setting  standards  on  the  metrics  to  measure  a  site’s  value 
should  aid  newspapers  seeking  national  advertising  online 

Newspapers  have  built  it,  but  the  advertisers 
don’t  necessarily  come.  “It”  is  the  newspaper  Web 
site,  the  top  online  information  source  in  many 
markets,  handily  trouncing  competitors.  Yet 
online  newspaper  executives  sing  this  common 
refrain:  “National  advertisers  ignore  us.  We  can’t  get  in  the  door 
with  national  buyers.” 

Joining  the  chorus  is  Dana  Hayes,  vice  president  of  sales  for 
Tribune  Media  Net,  the  cross-selling  arm  of  Chicago’s  Tribune  Co. 
“Online  sites  in  general  are  not  getting  their  fair  share  of  national 


BY  CARL  SULLIVAN 


advertisers,”  lie  said.  “Most  companies  are 
spending  less  than  2%  of  their  ad  budgets 
online.  The  top  100  advertisers  are  sitting 
on  the  sidelines.” 

Those  that  do  spend  bucks  in  cyberspace 
tend  to  flock  to  big  players  such  as  America 
Online  Inc.  and  Yahoo!  Inc.  —  or  maybe  to 
the  few  truly  national  newspapers,  such  as 
USA  Today  and  The  New 
York  Times.  In  the  lingo 
of  a  New  York  ad  exec, 
fiiggedabout  the  sites 
owned  by  major  metros: 
advertisers  such  as  the 
Coca-Cola  Co.  and 
General  Motors  Corp. 
are  noticeably  absent. 

The  problem?  “Until 
now,  the  metrics  and  tools  that  everyone’s 
been  playing  with  haven’t  been  very  under¬ 
standable  by  the  people  that  have  the  mon¬ 
ey,”  said  Dave  Morgan,  president  of  New 
York’s  Tacoda  Systems,  which  helps  com¬ 
panies  such  as  Tribune  integrate  their  audi¬ 
ence  databases  for  more  effective  targeting. 

When  you  ask  national  ad  buyers  why 
they  don’t  purchase  space  on  newspaper 
Web  sites,  you’ll  get  a  variety  of  answers. 
One  you  won’t  hear  is  “I’m  too  lazy  to  do 
the  research  on  local  online  audiences”  — 
even  though  that  answer  may  be  as 
applicable  as  any  of  the  others. 

Less  harshly,  ad  agencies  don’t  have  the 
resources  to  research  dozens  of  regional 
Web  sites,  especially  when  the  alternative  is 


\ 


a  single  buy  on  MSN.  At  a  Newspaper 
Association  of  America  (NAA)  conference 
this  summer,  advertising  consultant  Joseph 
Jaffe  admitted  media  planners  want  pub¬ 
lishers  to  make  their  jobs  easier.  “Tell  us 
that  you  can  effectively  and  efficiently  get 
us  the  numbers  we’re  looking  for,”  he  said. 

But  what  “numbers”  do  advertisers 

want?  In  a  recent  unscientific 


Wanted:  Metrics  that  will 
be  used  by  all  sites  and 
universally  understood 
by  advertisers. 


poll  conducted  by  E&P 
Online,  we  asked  news  Web  sites  what 
metrics  they  used  when  talking  to  adver¬ 
tisers.  The  results:  unique  users,  28%;  page 
views,  26%;  time  spent  per  visitor,  4%; 
their  own  customized  metrics,  2%;  and  a 
combination  of  metrics,  40%. 

And  remember  that  a  metric  such  as 
“unique  user”  may  be  coimted  very  differ¬ 
ently  from  one  site  to  the  next,  particularly 
when  multiple  vendors  are  doing  the  count¬ 
ing.  A  new  report  for  NAA  and  The 
Associated  Press  by  Borrell  Associates  Inc. 
of  Portsmouth,  Va.,  said  “the  state  of  local 
Web  measurement  is  one  of  disarray.” 
Borrell  found  double-counting  of  Web 
visitors  due  to  network  partnerships, 
among  other  problems.  And  only  21%  have 


their  server  logs  audited  by  a  third  party. 

An  obstacle  for  independent  and  smaller 
publishers  is  cost  “One  of  the  challenges  for 
a  single  online  newspaper  site  that’s  not 
part  of  a  larger  group  is  getting  that  data  at 
a  reasonable  cost”  said  Chris  Jennewein, 
director  of  Internet  operations  for  The  San 
Diego  Union-Tribune.  “The  national  reports 
are  expensive.” 

On  the  bright  side,  many  feel  the 
industry  is  moving  to  a  standard  set  of 
metrics  that  will  be  used  by  all  sites  and 
universally  understood  by  advertisers, 
thanks  in  part  to  work  by  the  Online  Pub¬ 
lishers  Association.  Morgan  predicted  stan¬ 
dardized  Web  measurements  by  next  year: 
“I  see  it  evolving  into  metrics  consistent 
with  traditional  media  —  reach,  frequency, 
demographics,  and  content  affinity.” 

The  Borrell  report  rightly  admonishes 
newspapers  to  be  players  in  the  decision¬ 
making  process  on  audience  measurement 
“Publishers  who  remain  apathetic  about 
the  direction  of  online  measurement  may 
awake  to  find  themselves  marginalized  by 
standards  that  tilt  the  playing  field  toward 
their  competitors,”  the  report  said. 

Not  just  national  competitors  but  local 
ones,  too.  “Web  advertising  is  still  a  locally 
driven  business,”  said  Hilary  Schneider, 
Knight  Bidder  Digital’s  CEO  and  president. 
“National  advertising  is  the  overlay”  that 
sits  on  top  of  the  strong  local  ad  base. 

“Most  newspapers  do  understand  the 

local  market  and  don’t 
understand  national 
advertising,”  noted 
Washingtonpost 
.Newsweek  Interactive 
CEO  and  Publisher 
Christopher  Schroeder, 
who  mans^es  one  of 
the  sites  lucl^  enough  to  draw  national  ad 
dollars.  His  advice  for  most  publishers? 
“The  idea  of  stick  to  what  you  know  [local 
customers]  and  go  after  that  first  has  a  lot 
of  veracity  to  it,”  he  said,  encouraging  his 
colleagues  to  go  aggressively  after  local  TV 
and  radio  advertisers.  “Some  newspaper 
sites  have  at-work  audiences  that  rival 
daytime  broadcast  audiences,”  Schroeder 
pointed  out 

But  here’s  where  newspapers  have  some 
work  to  do.  In  the  Borrell  study,  all  of  the 
TV  sites  surveyed  offer  e-mail-based 
advertising  products,  but  only  43%  of  the 
newspaper  sites  do.  And  only  five  of  the 
62  newspaper  sites  surveyed  require 
registration,  another  tool  that  helps 
publishers  better  target  advertising.  11 
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OP-ED 


Unsafe  at  any  lede 


Too  many  managers  still  send  their  staffers  out  on  dangerous 
assignments  without  the  right  training  or  the  right  equipment 


Let’s  get  right  to  it:  If  you’re  an  editor  or 
a  publisher,  and  you  send  a  reporter  out  on  a  hazard¬ 
ous  assignment  without  the  training  or  equipment  to  i 
mitigate  the  attendant  risks,  and  your  reporter  is 
injured  or  killed,  then  you’ll  have  blood  on  your  j 
hands.  You  deserve  to  be  sued  —  and  you  will  be,  some  day.  You  | 
deserve  to  lose.  You  deserve  to  be  publicly  skewered.  You  deserve  j 
sleepless  nights  and  a  guilty  conscience.  i 

Last  winter,  I  began  to  examine  reporter  safety,  and  I  haven’t 
liked  what  I’ve  seen  since.  It  was  an  interest  sparked  after  I  took  a  I 


weeklong  course  in  England  on  reporting 
in  hostile  environments.  I’ll  skip  the  course 
details,  except  for  the  one  simple  lesson 
that  has  stuck  with  me:  If  there  are  hazards 
in  my  assignment,  I  can’t  completely 
control  whether  or  not  I’ll  be  hurt,  but  I 
can  play  with  the  odds. 

Newspaper  owners  and  managers  aren’t 
helping  to  lower  the  odds  fast  enough, 
especially  at  midsize  organizations. 
Reporters  are  being  sent  unprepared  into 
dangerous  assignments,  from  unfolding 
riots  to  floods  to  foreign  wars. 

Broad  industry  commitment  to  training 
is  all  but  absent,  mentoring  increasingly 
obsolete.  I’ve  seen  the  unprepared  myself 
and  spoken  with  dozens  of  reporters  who 
concede  they  grab  hazardous  assignments 
with  enthusiasm  —  yet  with  little 
knowledge  on  how  to  mitigate  the  risks. 
Hurricanes,  chemical  spills,  anthrax?  If 
the  newsroom  naivete  weren’t  so  self- 
evident,  it  would  be  scandalous. 

At  the  heart  of  the  issue  is  an  old  industry 
quid  pro  quo:  Reporters  get  lousy  pay  and 
long  hours  in  exchange  for  exciting  assign¬ 
ments  and  maybe  a  first  crack  at  history. 
Some  call  it  adrenaline  addiction;  others,  a 


twisted  form  of  narcissism:  After  all,  danger 
can  be  a  great  career  move.  Whatever  the 
motive,  the  arrangement  is  a  deadly  dance. 

To  cite  just  one  recent  example:  In 
August,  five  reporters,  including  two  print 
journalists,  from  the  Star  Tribune  in 


Minneapolis  and  the  Saint  Paul  (Minn.) 
Pioneer  Press,  were  injured  when  they 
responded  to  a  “melee”  after  a  small  boy 
was  accidentally  shot  by  police.  That  melee 
turned  into  a  riot,  spurred  on,  in  part,  by 
arriving  media.  According  to  press  reports, 
as  the  police  pulled  back  from  the  increas¬ 
ingly  agitated  crowd,  some  reporters  were 
caught  and  became  the  focus  of  ire.  Four 
Pioneer  Prm  journalists  found  themselves 
surrounded  in  their  car. 


Scary  stuff".  Impossible  to  anticipate  —  or 
is  it?  Even  with  minimal  training,  reporters 
in  such  a  situation  would  know  to  plan  an 
escape  route  in  advance.  Were  they 
prepared  for  tear  gas?  For  treating  injuries? 
The  checklist  —  available  in  various 
training  materials  —  goes  on. 

Then  there’s  the  experience  of  reporters 
Gwen  Florio  and  Trent  Seibert  at  The 
Denver  Post,  part  of  a  small  crew  the  paper 
rotated  into  Afghanistan  last  fall.  With  no 
experience  in  conflict  reporting,  these 
(volunteer)  rookie  combat  reporters  were 
charged  mostly  with  gathering  human- 
interest  stories.  The  coverage  was  solid.  The 
reporters  said  they  were  not.  “I  think  back 
now,  ‘My  God,  we  did  so  many  dumb 
things,’”  Florio  said.  While  traveling  from 
Kabul  to  Jalalabad,  Florio’s  car  went  off  the 
road.  She  was  bruised.  A  few  hours  later,  on 
the  same  road,  a  New  Zealand  colleague 
was  killed  in  an  accident. 

Meanwhile,  Seibert  was  in  Jalalabad 
when,  at  last  minute,  he  decided  not  to  join 
a  media  convoy  to  Kabul.  That  convoy  was 
ambushed.  Four  journalists  were  killed. 
When  Seibert  asked  his  bosses  whether  he 
and  his  photographer  should  return  home. 
Post  management  was  “just  as  naive  as  we 
were,”  he  said.  After  all,  Seibert  noted, 

“They  had  just  as  much  experience  as  I  did 
when  it  comes  to  covering  a  war.” 

Naivete  is  curable.  Demanding  hostile- 
environment  training,  Florio  and  her 
colleagues  got  results.  The  Post  is  now 
sending  a  pack  of  reporters  for  training. 
Such  classes  are  filling  up  with  reporters, 
but  mostly  from  TV  and  from  large  metro 
papers.  Midsize  news¬ 
papers  are  lagging. 

When  it  comes  to 
wildfire  preparation,  the 
Post  is  one  of  the  few 
papers  equipping  and 
educating  reporters  on  the 
hazards.  In  September,  I 
visited  the  National 
Interagency  Wildfire 
Center  in  Boise,  Idaho, 
j  the  nation’s  de  facto  wildfire  headquarters. 

I  was  astounded  to  hear  so  many  stories 
about  close  calls. 

The  fact  is,  near-misses  and  injuries  don’t 
make  news.  But,  editors  and  publishers, 
consider  yourself  forewarned.  Get  educated 
and  provide  the  money  for  preparation. 

Or  you  will  pay  in  the  end.  11 

Moscou,  an  E&P  contributing  editor,  is 
\  xoriting  a  book  about  hazardous  reporting. 


I  was  astounded  to 
hear  so  many  stories 
about  close  calls. 

But  near-misses 
and  injuries  don’t 
make  news. 
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EQUIPMENT 


prepress 

SOFTWARE  CONSULTING  SERVICES 

Nazareth,  Pa. 

Was  chosen  by  The  San  Diego  Union- 
Tribune  to  supply  SCS/ClassPag  for 
classified  pagination,  capable  of  paginating 
more  than  20,000  classified  ads  on  160 
pages  in  less  than  one  second.  It  can  run  on 
a  shared  server  with  multiple  workstations 
or  in  a  single-server/workstation 
configuration.  SCS  supplies  ClassPag  on 
Linux,  Sun  Solaris,  SCO  Unix,  or  Windows 
NT/2000  platforms,  with  PC,  Macintosh, 
and  thin-client  or  other  workstations.  At 
the  U-T,  which  will  run  ClassPag  on  Sun 
Solaris  with  three  production  workstations, 
SCS/ClassPag  will  interface  with  various 
advertising  Iront-end  systems  and  will  be 
fed  from  the  paper’s  SII  CZAR  II  classified 
order-entry  system.  Live  production  is 
slated  for  the  beginning  of  next  year. 

NET-LINX 

Sacramento,  Calif. 

Will  install  nxAdvertising  V3  with  the 
integrated  Sales  Manager  customer- 
relationship-management  module  and  the 
full  suite  of  AdCommerce  new-media 
extensions  at  The  Bakersfield  Californian. 
The  paper’s  sales  vice  president,  John 
Wells,  said  the  system’s  self-service 
advertising  capability  will  allow  sales 
staffers  to  “focus  on  other  ad  sales.”  First 
shown  at  Nexpo  2002,  the  site-modifiable 
Java  application  is  deployed  on  a  J2EE 
platform,  uses  OpenOffice,  a  native-XML 
Open  Source  editor,  as  the  integrated, 
WYSIWYG  text  editor,  and  runs  ad-client 
software  as  a  browser-based  light  client  or 
a  desktop  thick  client.  Its  “eBusiness” 
architecture  eliminates  the  distinction 
between  print  and  Web. 

MERLINONE  INC. 

Quincy,  Mass. 

Reached  a  reseller  agreement  by  which 
Advanced  Technical  Solutions  Inc.  (ATS), 
Acton,  Mass.,  will  resell,  install,  and 
support  MerlinOne’s  Merlin4  visual-asset- 
management  system,  which  offers  a  suite 
of  tools  capable  of  handling  millions  of 
objects,  multiple  user  groups,  all  common 
data  types,  and  millisecond  search  and  re¬ 
trieval.  ATS  will  sell  Merlin4  to  its  existing 
customers  and  incorporate  the  technology 
into  its  product  to  provide  a  multiuser, 
cross-platform  solution  for  visual-asset 


I  management.  The  system  archives  text, 

^  images,  and  graphics,  as  well  as  historical 
text  and  photos.  The  ATS  MediaDesk 
system  accesses  Merlin4  through  a  Web- 
based  interface  tightly  integrated  with  its 
own  user  interface.  Data  exchange  is 
;  automatic.  In  MediaDesk,  all  contents  of 
every  sort  on  an  assembled  page,  as  well  as 
!  related  metadata  (publication,  section, 
page,  and  position)  are  automatically 
passed  to  Merlin4.  Because  the  Merlin4 
product  suite  can  operate  with  a  number  of 
editorial  systems,  ATS  will  further  resell, 
j  install,  and  support  Merlin4  for  users  of 
i  others’ systems. 

output 

AMERICAN  LITHO  INC. 

Grand  Rapids,  Mich. 

Opened  a  new  facility  that  triples  its  plate- 
production  capacity  to  75  million  square 
feet.  Capabilities  include  EC-grained  and 
;  multigrained  plates  and  widths  ranging  to 
I  54  inches.  The  company  has  partnered 
-  with  two  makers  of  ultraviolet-exposure 
computer-to-plate  imagers,  supplying 
i  Image  CTP  plates  for  basysPrint  and  Mach 
II  plates  for  PerkinElmer  Optoelectronics. 


new  production  plant  in  Grand  Rapids,  Mich. 

AGFA-AUTOLOGiC 

Ridg^ld  Park,  N.J. 

Unveiled  NewsPlate  Premium  Edition,  a 
negative-working  aqueous  analog  news¬ 
paper  plate  designed  to  eliminate  halation 
issues,  cut  exposure  and  draw-down  times, 
and  maintain  peak  system  stability  during 
use.  It  neutralizes  halation  issues  through 


The  Pulliam  Journalism  Fellowship 

Jump-start  your  newspaper  journalism  career  with  a  solid  program  that  boasts 
four  Pulitzer  Prize  winners  among  its  alumni  —  the  Pulliam  Journalism  Fellowship. 
The  Fellowship  offers  myriad  career  opportunities;  in  fact,  a  Pulliam  Fellow  from 
our  first  class  of  1974,  Barbara  Henry,  now  serves  as  president  and  publisher  of 
The  Indianapolis  Star. 

Now  entering  its  30th  year,  the  2003  Pulliam  Journalism  Fellowship  helps 
build  a  bridge  from  the  classroom  to  the  newsroom.  Fellows  are  assigned  to 
The  Indianapolis  Star  or  The  Arizona  Republic  in  Phoenix  for  10  weeks  each 
summer  as  staff  reporters.  We  award  20  Fellowships  aimually.  The  stipend  is  S6,300. 

Traditionally,  our  Fellowships  have  been  open  only  to  graduating  college  seniors. 

In  2001,  we  expanded  eligibility  to  include  college  sophomores  and  juniors  as  well 
as  seniors  pursuing  a  career  in  newspaper  journalism.  We  will  be  accepting  applica¬ 
tions  for  our  Summer  2003  program  as  of  September  2002. 

Visit  our  Web  site  at  http://www.indystar.com/pjf  or  e-mail  Fellowship  director 
Russell  B.  Pulliam  at  russell.pulliam@indystar.com  for  an  application  packet. 

You  also  may  request  a  packet  by  writing: 

Russell  B.  Pulliam,  Director 
The  Pulliam  Journalism  Fellowship 
P.O.  Box  145 

Indianapolis,  IN  46206-0145 
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On  The  Supply  Side  » 


Agfa  Micropigmentation  coating  tech¬ 
nology.  This  microscopic  plate-surface 
roughening  facilitates  air  channels  and 
prevents  bubbles  between  film  and  plate, 
allowing  for  complete  contact  that  yields 
hard  dots  for  better  reproduction.  Agfa 
says  the  plate  holds  resolution  and  sharp¬ 
ness  from  2%  to  97%.  It  is  available  in 
gauges  of 0.008, 0.010,  and  0.012  inch. 

pressroom 

DAUPHIN  GRAPHIC  MACHINES  INC. 

Elizabethville,  Pa. 

Is  beginning  installation  for  Birmingham, 
Ala. -based  Community  Newspaper 


Holdings  Inc.  of  a  two-around,  singlewide 
DGM  850  press  consisting  of  six  floor 
units  and  two  eight-couple  (full-color) 
towers  at  the  western  Pennsylvania  print 
site  of  the  group’s  Neu'  Castle  News  and 
The  Herald  in  Sharon.  The  order  includes 
DGM  1050  and  1035  folders,  an  Indramat 
drive  system,  and  eight  Jardis  Industries 
pasters.  The  press  is  expected  to  be 
printing  in  mid-January. 

The  company  also  sold  its  second  press 
—  a  five-unit,  one-around  DGM  430  — 
to  Lehtispat  Oy,  Perksamak,  Finland, 
and  a  seven-unit  DGM  430  press  with  a 
DGM  1030  folder  to  Century  Media  Ltd., 
Lagos,  Nigeria. 


IS  THIS  THE  FUTURE 
FOR  DIGITAL  DELIVERY  of 
NEWSPAPERS  AND  MAGAZINES? 


Thursday,  December  5,  2002 
McGraw-Hill  Auditorium  -  New  York  City 


Attend  the  Tablet  PC  Digital  Publishing  Conference  and  see 
first  hand  the  platform  that  magazine,  newspaper  and  journal 
publishers  have  been  waiting  for.  With  its  high  resolution 
display  and  mobility,  this  next  generation  PC  will  change  the 
way  we  publish  and  read. 

Hear  from  leading  Tablet  PC  technology  and  publishing  leaders 
including  key  executives  from  Microsoft  Corporation. 

To  register  or  for  more  information  visit 

www.openebook.org/tabietpc 

K/Kcnjsoft'  <06B> 


Open  eBook  Fooiit 


accenture 


Innovation  delivered 


Adobe 


MAN  ROLAND  INC. 

Westmont,  III. 

Is  integrating  its  newspaper  and  commer¬ 
cial  web  press  project-management  teams 
“in  an  effort  to  focus  more  resources  on 
large  press  installations,”  and  is  moving  its 
commercial  web  and  newspaper  project- 
support  groups  to  its  suburban-Chicago 
headquarters  from  Stonington,  Conn. 

Both  project-management  teams  will  be 
directed  by  John  Evans,  former  head  of  the 
commercial  web  project-management 
group  and  North  American  engineering- 
support  group.  The  team  will  continue  to 
employ  managers  who  specialize  in 
newspaper  or  commercial  projects. 

FMCTECHNOLDGIESINC. 

Chicago  and Homton 
Was  selected  by  Trinity  Mirror  PLC  to 
automate  newsprint  roll  handling  in  a 
$92.5-million  press-hall  project  in 
Birmingham,  England,  slated  for  mid-2004 
completion.  EMC  Automated  Systems  will 
supply  three  types  of  automated  guided 
vehicles  (including  laser-guided  carriers), 
roll-input  conveyors,  unwrapping  stations, 
core-removal  robots,  and  software 
applications  for  warehouse  roll  tracking 
and  roll  handling. 


post-press 


OVERDRIVE'  palm  digital  media  Fujitsu 


GMA 

Allentown,  Pa. 

Will  install  next  month  two  single/dual¬ 
delivery  SLS3000  inserting  systems,  six 
Bundlers,  two  online  inkjet  labelers,  and 
SAM  Plans  production-planning  and 
control  software  for  The  Hartford  (Conn.) 
Courant.  Each  34-into-2  SLS3000  will 
operate  as  a  19-into-l  and  15-into-l  unit 
when  dual  delivery  of  inserted  packages  is 
required.  Maximum  speed  for  single- 
deliveiy  proeessing  is  32,000  copies  per 
hour;  dual  delivery  will  be  able  to  operate 
at  twice  that  speed.  The  new  SLS3000 
inserters  feature  wrenchless  operation  and 
shaftless  feeders  with  servo-drive  tech¬ 
nology  that  allows  expansion  to  50  or  more 
feeders,  each  employing  electronic  jam 
detection  and  on-the-fly  drop-timing 
control.  Only  one  adjustment  is  required  to 
support  the  ftill  range  of  inserts,  and  the 
low,  ergonomically  contoured  feeders  have 
built-in  joggers  to  enhance  efficiency.  Each 
unit  is  controlled  by  GMA’s  WinLincs 
program  and  features  its  Missed  Insert 
Repair  System.  The  Courant  also  elected  to 
buy  24  AF300  automatic  hopper  loaders  to 
optimize  insert  feeding.  Equipped  with 
BundLabel  on-line,  fine-print  inkjet 
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Using  Secure-One  single-copy  dispensing  system 

labeling  for  putting  text  and  bar  codes  on 
bundle  wraps,  each  Bundler  will  count, 
stack,  wrap,  and  tie  bundles  in  one 
machine.  The  SAMPlans  application  for 
integrated  packaging,  distribution  plan¬ 
ning,  and  insert  management  will  manage 
all  packaging-center  planning  and  control. 

QUIPP  SYSTEMS  INC. 

Miami 

Is  installing  eight  Viper  bottomwrappers  at 
the  Houston  Chronicle,  where  they  join  an 
array  of  other  Quipp  equipment,  some 
operating  since  1992.  The  Viper  quickly 
applies  economical  kraft-paper  protection 
to  newspaper  bundles. 

Through  late  summer,  Quipp  had  taken 
orders  for  22  Viper  bottomwrappers,  as 
well  as  26  Stackers  (including  13  new 
Model  500s)  from,  besides  Houston,  the 
Daily  News,  Los  Angeles;  Newsday, 
Melville,  N.Y.;  Palm  Beach  (Fla.) 
Newspapers;  The  Wausau  (Wis.)  Daily 
Herald-,  Philadelphia  Newspapers  Inc.’s 
Conshohocken,  Pa.,  plant;  The  Daily 
Courier,  Prescott,  Ariz.;  Atlanta  Offset;  the 
Waco  (Texas)  Tribune-Herald-,  the 
Richmond  (Va.)  Timcs-Dispatch;  and  the 
Quad-City  Times,  Davenport,  Iowa. 


»  On  The  Supply  Side 


SECURE-VEND  INC. 

Decatur,  Ga. 

Introduced  Secure-One,  a  newspaper 
vending  system  that  installs  in  existing 
Kaspar  Sho-Rack  K-80  and  TK-80 
racks,  allowing  only  one  copy  to  be 
withdrawn  per  purchase,  preventing  theft 
and  freeing  up  rack  space  for  advertising. 
Load  time  is  one  minute  or  less.  A  switch 
quickly  expands  the  copy-slot  size  in  the 
insertable  mech^mism  from  one  inch  to 
fit  dailies  as  much  as  1 V2  inch  thick  for 
Sunday  or  other  large  issues.  The  Atlanta 
Journal-Constitution  has  successfiilly 
deployed  Secure-One  in  a  high-theft 
location  at  a  train  station.  The  unit  does 
not  require  battery  power. 


business  systems 

I  PUBLISHING  BUSINESS  SYSTEMS 

Barrington,  III. 

Licensed  MediaPlus  Aff  ertising  Manage- 
,  ment.  Advertising  InSight,  and  Transient 
Management  to  The  State  Journal-Register, 
Springfield,  Ill.,  and  The  Courier  in  nearby 
1  Lincoln.  With  the  system,  said  Information 
Systems  Manager  Ed  Baker,  “critical 
1  business  processes”  can  be  handed  back  to 
!  ad  reps,  speeding  responses  to  advertisers. 
With  Advertising  InSight’s  reporting  capa¬ 
bilities,  he  said,  the  paper  plans  to  “examine 
I  trends  and  verify  data  between  InSight  and 
our  database  marketing  system.” 


From  Sophisticated...  to  Simpie 


ST/  Automated  Vertical  Stacker 
Bundler  System  with  Loadbuilder^^ 
Automatic  Bundle  Palletizer 


ST!  Count-0- Veyor^** 

Simple  Makeready 


STI  offers  a  wide  variety  of  solutions  for 
your  post-press  production  requirements 


STI  also  offers  REMANUFACTURING  &  Parts  Services  for  your  existing  post  press 
equipment  including  STI,  Baldwin  Stobb,  Stobb  Inc.,  and  Rima/Harris  stackers. 


Tel:  909-799-9950 

Fax:  909-796-8297 

www.systems-technology-inc.com 


E  deliver; 


Architecture/Engineering 


Construction  Management 


CLEVELAND  ATLANTA  CHICAGO  HOUSTON  IRVINE  KANSAS  CITY  SEATTLE  PUERTO  RICO  LONDON 


800.333.0780  x789 


VWVW.THEAUSTIN  COM 

newspapergroup@theaustin.com 
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Ad  linage  in  the  Pre-  publishers  this  year,  according  For  the  month,  inserts  rose  For  the  year  to  date,  inserts 

printed  Insert  Index  to  the  £«P/Competitive  Media  by  13%,  while  national  was  rose  8%,  while  national  w'as 

has  been  the  most  Reporting  newspaper  adver-  up  by  6%,  retail  was  flat,  and  up  1%,  classified  was  dowm  1%, 

surefire  growth  engine  for  tising  indices  for  September.  classified  was  down  by  1%.  and  retail  was  dowm  5%. 
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Preprinted  Insert  Index 
YTD  8%,  SEP  13% 

Buying  all  that  retail  ROP  space  in 
September  appears  to  have  left  Office 
Supply  Stores  advertisers  with  relatively 
little  cash  for  circulars  as  the  category  was 
one  of  just  two  categories  in  the  Preprinted 
Insert  Index  to  suffer  dips  for  the  month, 
compared  with  the  same  period  a  year 
earlier,  and  the  only  one  down  for  the 
year  to  date.  But,  hey,  in  the  context  of 
this  index,  who  cares? 


Display  Classified  ROP 
Index  YTD  -1%,  SEP  -1% 

Factette  of  the  Month;  Counter¬ 
intuitively,  the  year-to-date  figure  for 
the  Recruitment  category  of  the  Display 
Classified  ROP  Index  has  become  easier 
on  the  eyes  of  publishers  every  month 
this  year,  rising  to  a  negative  37%  in  Sep¬ 
tember  from  a  negative  60%  in  January. 


CmSSIFIED  CATEGORIES  YTD  '  SEP 


Automotive 

7% 

1% 

Education 

!  -11%  i 

i  1 

1% 

Other  Display  Classified 

5% 

-1% 

Real  Estate 

1  I 

-7% 

Recruitment 

-37% 

-14% 
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RETAIL  CATEGORIES 

|YTD 

SEP 

Apparel  &  Accessory  Stores  -3% 

8% 

Auto  Supply/Repair 

3% 

1  16% 

Books  &  Stationery  Stores 

1% 

4% 

Building  Materials 

1  13% 

i  -6% 

Computer  Stores 

■49% 

-32% 

Consumer  Electronics 

1-11% 

1  -11% 

Department  Stores 

-5% 

5% 

Discount  Stores 

j-17% 

i  -4% 

Drug  Stores 

38% 

15% 

Food  Stores 

I  -5% 

1  1% 

Furniture  &  Accessories 

2% 

-5% 

Jewelry  Stores 

j  1% 

i  5% 

Office  Supply  Stores 

-37% 

48% 

Sporting  Goods  Stores 

1  0% 

1  0% 

JUL  AUG  SEP  OCT  NOV  DEC 

102.03  12207  113.21  116.11  16272  17842 

97.76  12137  11230 

Retail  ROP  Index 
YTD  -5%,  SEP  0% 

Back-to-school  business  likely 
was  a  big  reason  for  the 
significant  September  rise  in  the 
Office  Supply  Stores  category, 
which  is  second  only  to  the 
Computer  Stores  category  as 
the  Retail  ROP  Index's  worst  per¬ 
former  for  the  year  to  date.  For  the 
month,  the  Auto  Supply/Repair 
and  Drug  Stores  categories  were 
notably  up  and  the  Computer 
Stores  and  Consumer  Electronics 
categories  were  notably  down. 


NOV  DEC 

2001  10000  113  12  11447  13361  125.40  110  11  102.61  12402  122  19  11396  16682  17728 
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INSERT  CATEGORIES 


Building  Materials 
Computer  Stores 
Consumer  Electronics 
Department  Stores 
Discount  Stores 
Drug  Stores 

Food  &  Household  (CMO) 
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Office  Supply  Stores 
Other  Inserts 
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YTD  SEP 
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DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


2001  100  00  10551  110  10  10349  110  49  11200 

■  2002  9875  10254  11733  97  15  10557  122  76 


NATIONAL  CATEGORIES 

YTD 

SEP 

Airlines 

11% 

74% 

Auto  Dealer  Associations 

21% 

19% 

Banks/Credit  Cards 
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25% 

Computers  A  Software 
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Govemment/Political 
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-7% 

3% 

Insurance 

-13% 

-29% 

Investments 

-3% 

35% 

Mail  Order 

10% 

44% 

Motion  Pictures 

11% 

-2% 

Travel  A  Tourism 

-4% 

10% 

Utilities  &  Communications 

3% 

6% 

104  24  9435  103  46  113  08  113  90  119  13 

99  70  99  22  11041 

National  ROP  Index 
YTD  1%,  SEP  6% 

Powered  by  double-digit 
percentage  boosts  in  the 
Airlines,  Mail  Order,  Investments, 
and  five  other  categories  during 
September,  compared  with  the 
same  month  a  year  earlier,  the 
National  ROP  (Run-of-Press) 

Index  moved  into  positive 
territory  for  the  year  to  date  for 
the  first  time  since  March. 

Clearly,  the  Corporate/Office/Other 
category  didn’t  get  the  memo 
about  the  move. 
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Retail  ROP  Index 
YTD  -5%,  SEP  0% 

Back-to-school  business  likely 
was  a  big  reason  for  the 
significant  September  rise  in  the 
Office  Supply  Stores  category, 
which  is  second  only  to  the 
Computer  Stores  category  as 
the  Retail  ROP  Index's  worst  per¬ 
former  for  the  year  to  date.  For  the 
month,  the  Auto  Supply/Repair 
and  Drug  Stores  cat^ories  were 
notably  up  and  the  Computer 
Stores  and  Consumer  Electronics 
categories  were  notably  down. 
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Preprinted  Insert  Index 
YTD  8%,  SEP  13% 

Buying  all  that  retail  ROP  space  in 
September  appears  to  have  left  Office 
Supply  Stores  advertisers  with  relatively 
little  cash  for  circulars  as  the  category  was 
one  of  just  two  categories  in  the  Preprinted 
Insert  Index  to  suffer  dips  for  the  month, 
compared  with  the  same  period  a  year 
earlier,  and  the  only  one  down  for  the 
year  to  date.  But,  hey,  in  the  context  of 
this  index,  who  cares? 
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IN  THE  FEATURE  BIT 

Sales  measure  about  the  same  or  a  bit  better  despite  the  malaise 

BY  DAVE  ASTOR 

The  economy  is  still  in  the  dumps,  but  several 
syndicates  and  news  services  say  sales  are  no  worse  or 
slightly  better  now  than  they  were  early  this  year. 

During  the  first  half,  some  distributors  had  weeks  of 
“netting  negative”  with  more  cancellations  than  sales, 
said  United  Media  Vice  President/GTeneral  Manager  Lisa  Klem 
Wilson.  “But  things  started  to  get  a  little  better  as  of  August.” 
Why?  Wilson  said  some  newspapers  realized  this  summer  that 


2002  wasn’t  going  to  be  quite  as  bad 
economically  as  they  had  envisioned  when 
budgeting  for  the  year  several  months 
before.  Creators  Syndicate  President  Rick 
Newcombe  added  that  he  sees  newspaper 
ads  picking  up  a  bit,  which  can  mean  a 
little  more  money  for  feature  budgets. 

And  there’s  always  some  recession 
protection  for  syndicates  and  news  services 
because  papers  that  cut  staff  still  need 
content.  But  a  number  of  papers  reduced 
both  personnel  and  feature  budgets,  noted 
Cristian  Edwards,  executive  vice  president 
of  the  New  York  Times  Syndication  Sales 
Corp.  —  parent  of  the  New  York  Times 
News  Sendee  and  New  York  Times 
Syndicate.  Edwards  did  say  the  news 
service’s  list  remained  relatively  stable  (at 
about  650  clients)  despite  the  “tough 
economic  climate”  —  adding  that  the 
record  seven  Pulitzers  won  this  spring  by 
The  New  York  Times  helped. 

“Some  of  our  products  have  grown,  and 
some  have  taken  a  hit,”  added  Doug  Page, 
Tribune  Media  Services’  sales  director/ 
domestic  syndication,  reflecting  scenarios 
at  various  syndicates.  He  said  puzzles  sold 
well  this  year  as  papers  sought  features 
with  which  readers  spend  a  lot  of  time. 

Al  Leeds,  president  of  the  Los  Angeles 
Times-Washington  Post  News  Service,  said 
LAT-WP  had  40  sales  and  14  cancellations 
this  year,  raising  its  client  list  to  632.  But 


he’s  waiting  to  hear  if  four  or  five  big  clients 
will  cancel  in  the  next  few  weeks. 

Copley  News  Service  Editorial  Director 
Glenda  Winders  said  Copley  “held  its  own” 
this  year  with  the  help  of  business  gener¬ 
ated  by  its  summer-launched  Web  site  and 
sales  of  feature  packages  covering  every¬ 
thing  from  brides  to  cars  to  the  holidays. 
“You  can’t  leave  Christmas  out  of  your 
paper,”  Winders  observed.  On  the  other 
hand,  Copley  didn’t  introduce  any  features 
in  2002  because  of  the  economic  climate, 
though  it  did  change  its  “Video  Views” 
column  to  “DVD  Select.”  A  typical  year 
would  bring  three  or  so  new  offerings. 

Other  syndicates  also  launched  fewer 
features  than  usual,  while  some  introduced 
about  the  same  number.  And  several  pared 
more  older  features  from  their  rosters  than 
they  would  have  in  better  times. 

WUson  said  one  bright  spot  for  United  is 
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1999-launched  j  | 

“Get  Fuzzy”  comic  j  1 

now  has  about  300 
clients,  brisk  book 
sales,  and  interest 
from  licensers  and  j  j 

Hollywood.  Travel  j  j 

budgets  for  United  i ! 

salespeople  did  dip  ! ! 

a  bit  before  being 
reinstated  after  the  !  | 

summer  boost  in  S  i 

business.  \  \ 

Also,  some  j  j 

syndicates  reduced 
travel  to  conven-  i  \ 

tions  this  year.  ,  i 

Meanwhile,  Ann 
Landers’  death  in 
June  led  syndicates  i 

to  sign  advice 
columnists  or  find 
new  clients  for  i  | 

established  ones.  j ; 

Alan  Shearer,  Washington  Post  Writers  j  | 

Group’s  editorial  director/general  mans^er,  i ' 
said  Carolyn  Hax’s  “Tell  Me  About  It”  list 
rose  to  198  from  97  this  year. 

I  Shearer  added  that  sales  for  WPWG’s  ! : 

established  Op-Ed  writers  remain  good  —  I : 
i  helped  by  increased  demand  for  commen- 
I  tary  since  Sept.  11, 2001.  But  he  said  2002 
i  has  been  tough  on  new  features,  noting  that 
Marie  Cocco’s  colunrn  and  Matt  Janz’s 
i  “Out  of  the  Gene  Pool”  comic  didn’t  get  as 
many  subscribers  as  they  would  have  in  a 
I  nonrecession  year.  “It’s  harder  than  ever  to  1 1 

get  something  started,”  said  Shearer.  !  I 

Staffing  at  syndicates  and  news  services,  1 1 
already  lesm  in  most  cases,  remained  about  |  j 
the  same  this  year. 

Rate  hikes  for  next  year  will,  in  many 
I  cases,  be  smaller  than  they  would  have  been  ,  | 
:  inbettertimes.  For  instance,  Copley  is  Ij 

raising  feature  prices  2.5%,  with  Winders  ■  | 
noting:  “If  the  economy  were  good,  it  would  1 1 
be  somewhere  between  4  and  6%.”  11 


et  cetera  . . . 

The  “Dear  Abby”  column  on  Oct.  31  ran  a 
letter  from  a  prisoner  who  said  she  acci¬ 
dentally  killed  her  husband  after  years  of 
abuse.  “Abby”  writer  Jeanne  Phillips  of  Univer¬ 
sal  Press  Syndicate  answered,  “My  prayers  are 
with  you,  and  I  hope  you  are  dealt  with  more 
compassionately  by  the  legal  system  than  you 
I  were  by  the  person  who  drove  you  to  despera¬ 


tion."  The  woman’s  name  came  out  in  subse¬ 
quent  coverage.  The  late  husband's  sister  told 
The  Associated  Press  she  was  angered  by  the 
letter  and  that  her  brother  wasn’t  abusive. 
Phillips  toM  AP  she  gets  “hundreds  of  letters  a 
year  from  women  who  are  battered  and  abused 
and  feel  they  have  no  way  out  of  a  horrible 
situation.  ‘Lost  It  All  In  Philadelphia’  made  a 
heartfelt  plea  to  other  women  not  to  follow  in 
her  footsteps,  but  to  get  help  and  to  get  out.” 


Winders  (top), 
Newcombe,  and 
Wilson  discuss 
syndication  in 
tough  times. 
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Sketches  make  police  look  busy,  but  they  rarely  look  like  suspects 

JAMES  D.  Martin,  55,  was  cut  down  by  a  sniper’s 
bullet.  He  was  killed  at  6:04  a.m.  on  Oct.  2  as  he  walked 
across  a  parking  lot  near  a  Shoppers  Food  Warehouse 
in  Wheaton,  Md.  As  the  media  began  recording  the 
rising  body  count,  bulletin  by  bulletin,  headline  by 
headline,  the  police  were  pressured  to  prove  they  had  a  clue  about 
whom  was  terrorizing  everyone  in  the  Maryland,  Virginia,  and 
Washington  area. 

The  harried  cops  needed  to  keep  the  press  at  bay.  So  the  FBI 
released  a  sketch  of  a  white  box  truck  that  someone  saw  at  one  of 


the  shooting  sites.  It  wasn’t  the  getaway 
car,  it  turned  out,  but  that  didn’t  matter. 

The  media  love  sketches.  Especially 
computer-generated  composites  handed 
out  at  press  briefings.  Never  mind  that 
those  sketches  barely  resemble  the  perps 
the  police  are  looking  for.  Ignore  the  fact 
DNA  testing  has  proven  the 
sketches  wrong  again  and  again. 

Forget  the  walking  proof  as  one 
man  after  another  is  released 
from  prison  after  being  mistak¬ 
enly  arrested  and  convicted 
based  on  distorted  descriptions 
fi-om  victims  and  eyewitnesses. 

“Composite  sketches  have 
very  limited  value,”  said  retired 
Chicago  Police  Detective  Sgt. 

Paul  Carroll  Irom  his  home 
in  Big  Pine  Key,  Fla.  “We  use 
them  a  lot  to  put  it  on  the  street  that 
we’re  trying  to  do  something.  It’s  good 
public  relations.  The  sketches  are  often 
someone’s  imagination.” 

But  imagination  is  a  dangerous  thing 
and  reasoning  is  rare  when  the  body  count 
starts  rising.  And  by  Oct.  16,  with  nine 
people  felled  by  sniper  bullets,  the  police 
had  to  deliver  something  substantial.  A 
real-life  picture  —  computerized,  of  course 
—  of  the  alleged  perpetrator.  But  the  cops 


couldn’t  do  it.  They  were  sketchless. 

“There  are  a  couple  of  people  who  believe 
they  saw  a  man  shoot,”  Montgomery 
County  (Md.)  Police  Capt.  Nancy  Demme 
told  the  media.  “Unfortunately,  distance 
and  darkness  and  perhaps  adrenaline  have 
made  [the  witnesses]  unable  to  give  us  a 

clear  composite  we  can  dissemi¬ 
nate.”  The  media  described  her 
distressed  statement  in  detail. 
But  there  were  no  stories  about 
how  useless  sketches  really  are. 

That  lack  of  understanding 
infuriates  Gary  L.  Wells,  a  pro¬ 
fessor  of  psychology  at  Iowa 
State  University  and  one  of  the 
country’s  experts  on  eyewitness 
testimony.  “Releasing  sketches 
is  not  something  that  experi¬ 
enced  law-enforcement  people  like  to  do,” 
Wells  said.  “One  of  the  problems  of 
releasing  composites  is  that  they  lead  to 
wrongful  arrests.  While  the  composites 
don’t  often  look  very  much  like  a  perpe¬ 
trator,  they  will  look  like  somebody.” 

Wells  said  people  are  often  placed  in 
lineups  based  on  inaccurate  sketches  from 
a  police  artist  or  computer  technician 
working  with  a  victim  or  witness.  And 
later  that  witness,  using  the  skimpy  sketch 
as  a  guide,  will  pick  out  an  innocent  man 


and  testify  against  him  in  court.  “Police 
departments  tell  me  that  they  try  to  hold 
out  as  long  as  possible  before  releasing  a 
sketch,”  Wells  said.  “But  they’re  under 
pressure  from  the  media  to  deliver  them.” 

When  John  Muhammad,  41,  and  his 
companion,  John  Lee  Malvo,  17,  were 
arrested  Oct.  24,  it  was  old-fashioned  police 
work  that  did  the  trick.  A  call  to  a  priest.  A 
license  plate  traced  to  an  Alabama  holdup. 

An  alert  truck  driver. 

“We  were  looking  for  a  white  van  with 
white  people,  and  we  ended  up  with  a  blue 
car  with  black  people,”  District  of  Columbia 
Police  Chief  Charles  H.  Ramsey  told  The 
Washington  Post. 

The  U.S.  Justice  Department  has  been 
studying  computer  sketches  for  years,  and 
has  tried  with  minimal  success  to  blunt  the 
media’s  hunger  for  them.  But  journalists 
pursuing  sound  bites  haven’t  time  to  read 
the  literature.  They  should  —  before  the 
next  sick  sniper  hits  the  streets.  Computer 
sketches  are  nearly  as  dangerous  as 
the  people  they  are  supposed  to  portray. 

“Testing  of  computer  sketches  under 
realistic  conditions  have  not  produced 
very  encouraging  results,”  said  Donald  P. 
Judges,  the  Ben  J.  Altheimer  professor  of 
legal  advocacy  at  the  University  of 
Arkansas  at  Fayetteville.  “Not  to  say  that 
they  never  work.” 

The  police  and  their  press  accomplices 
trumpet  the  composite  that  captures 
people,  but  rarely  hold  a  news  conference  to 
explain  why  their  sketch  picked  up  a  guy 
who  wasn’t  even  near  a  crime  scene. 

There  are  exceptions:  Newsday  once 
ripped  the  New  York  Police  Department  for 
distributing  a  sketch  of  a  man  with  an  Afro, 
then  arresting  someone  who  was  bald.  Cops 
and  politicians  want  peace  and  quiet.  They  | 
want  to  stand  in  front  of  a  crowded  press 
room  and  convict  someone. 

“Tonight  the  people  of  the  Washington 
metropolitan  region  are  breathing  a 
collective  sigh  of  relief,”  Montgomery 
County  Executive  Doug  Duncan  told  The 
New  York  Times.  Without  a  sketch. 

“It’s  amazing  how  the  public  and  the 
media  attach  mystical  significance  to 
p)olice  sketches,”  said  Jane  E.  Kirtley,  Silha 
professor  of  media  ethics  and  law  at  the 
University  of  Minnesota.  “The  press  should 
remember  to  take  anything  from  the  police 
with  a  certain  degree  of  skepticism.”  S  j 
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